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DO ATTACKS 



y! This Gal's Loaded- in the Land of Milk &^(oney! QN RATINGS W 




Have you met 
Miss Tillie Vision, 
our trade mark 
here at VYBAY? 



te's stacked with ammunition . . 
fonnel 2 for greatest coverage . 
£5 for greatest Network . . . 
jjres of small cities and 
u sands of big dairy farms. 

3>,000 Tillie Vision homes! 




MAKE SENSE? 

Government threats to 
probe the n urn her* ~tir 
fear* among admen 
{ eonfiiMoii will follow 

Page 33 



Are summer tv 
reruns still 
a good buy? 
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16 ways to 
improve your 
radio copy 
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Pity the poor 
timebuyer— 
it says here 
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GO FIRST CLASS 



KMJ-TV, Fresno's first tele- 
vision station, has always set 
the pace in bringing the finest 
in motion picture entertain- 
ment to its viewers. The recent 
addition of the outstanding 
WARNER BROTHERS FILMS 
OF THE 50's to its library 
which already includes MGM 
film classics represents a new 
high in quality programming. 

Any way you measure a TV 
station buy, KMJ-TV rates 
high. Take a look — and re- 
member that this market is 
worth winning: the Number 
One agricultural income coun- 
ty of the Nation. 
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CHANNEL 9 

WTVM 

COLUMBUS, GA. 



A Creat New Market! 

82% unduplicated audience on the 
only primary ABC station between 
Atlanta and the Gulf! 

Top ABC Programs! 

Shows like Maverick, Cheyenne. The 
Real McCoys, Sunset Strip, Hong 
Kong, and The Untouchables. 

The Best of NBC 

Programs like Wagon Train, The 
Price is Right, Huntley-Brinkley 
News and Bonanza . . . plus top 
syndicated programs. 



CHANNEL 9 



COLUMBUS, GA. 



SPONSOR 

THE WEEKLY MAGAZINE TV/RAOIO AOVERTISERS USE 



NEWS FEATURES 

6 \e\vsmaker of the Week 64 Film-Scope 

19 Sponsor-Scope 58 Sponsor-Week Wrap- Up 

25 Sponsor-Week 58 Sponsor-Week in Pictures 

63 Washington Week 72 Tv and Radio Newsmakers 

DIGEST OF ARTICLES 

Shadows over ratings — do they make sense? 

33 Critics in and out of go\ eminent have stepped-up attacks. They loudly 
deplore 'influence,' ijue.-tion 'accuracy ,' but they are confusing issues 

Do summer reruns make a good buy? 

36 \iel-eu'- first major study of reruns in the la»l «ix years concludes 
that reruns versus originals shaics of audience are about the same 

16 ways to improve your radio copy 

'38 Hen's a handy checklist of bright ideas for those who may have 
fallen into a rut with their radio commercials and want to liven them 



Pity the poor timebuyer 

40 >onie 210 lini.-lmvers spend a rugged 



of Capital Cities Broadcasting 1 



to an old ad question 



that of 'how attentive 



Furnace with a personality 

44 Lennox Industries sells over l,00l 
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lO Commercial Commentary 

16 19th and Madison 

14 Heps at Work 

73 N ile's Mew point 
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A CHANNEL 

j WHIZ 




Q — Which television .station in 
the sports-loving Eastern 
Michigan area has a ham- 
mer lock on wrestling 
shows? 

Q How* mam men ate on n 
baseball team and how 
man; outs are in each in- 



Q—Can U'XEM-TT sell cars? 



Q — Two men pla\ five games 
of ilicss and cadi wins five 
games. How come? 

Q — What station serving Flint- 
Saginaw-Hay City and all 
of Xorthcastern Michigan 
is a real "homebody"? 
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WN EM-TV 



SPONSOR 



V. P. & As; 



. Publisher 



EDITORIAL DEPARTMENT 

Executive Editor 

John E. McMillin 
News Editor 

Ben Bodec 



Associate Editors 

Jack Lindrup 
Ben Seff 

Walter F. Scanlon 
Michael G. Silver 
Ruth Schlanqer 
Diane Schwarh 
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OUR CHANNEL 5 WHIZ IS 
ROBERT C. MILLER YOUR 
PETRYMAM IN DALLAS 




Con 



ADVERTISING DEPARTMENT 



Western Manager 

Georqe Dietrich 

Sales Service/Production 

Jo Ganci 
ShVey Sax 
Barbara Parkinson 

CIRCULATION DEPARTMENT 

Seymour Weber Manaaer 
Kathryn O'Conne 

ADMINISTRATIVE DEPT. 

S. T. Massimino, Assistant to Publisher 
Fred Levine, Accountinq Manaqer. Georqe 
Becker: Michael Crocco: Syd Gut+man; 

W <e Rch- Irene Su zbac 



A—WXEM-Tl', Channel 5, 
with its popular Motor City 
Wrestling show, Saturdays 
at 1:00 pin. 

A — Nine men on a leant — six 
ouis in cacb inning (ilnec 
for each team) . 

A — // sure can! More than 2.95 
million dollars woe spent 
for cars last year in the rich 
2^-county area sewed by 

wxEM-rr. 



-They 
other. 



. plavn 



tadi 



A -The Xov. Xeilsen shows 
that WXEM 'IT, Channel 
5, reaches more homes in 
i lint ■ Saginaw - Bay City, 
anil the entire dollar-rich 
X or tit eastern M icli iga n 
market, than any oilier sta- 
tion in the area. And onlx 
Channel 5 hits home in all 
lending time periods. 



ll/ieee 

WN EM-TV 

stnwj FLINT • UCIUW • IAY CITY 
EASTEIN MICHICANS FUST VHF STATION — 



The Quinella To Buy! 





Sunland Park 

1st In West Texas 
2nd In New Mexico 

KROD-TV 

KOSA-TV 

K-7-TV 

The fTY] Buy delivers the largest 
media audience in West Texas .... 
Over a million West Texans in 51 
counties. These are the rich Texans 
you hear about RB.I. §7500).' 

The ["TV"! Buy also delivers 250,000 
New Mexicans in 11 counties. <M% of 
these consumers are unduplicated by 
New Mexico's 1st TV Market. 



BUY PTVl 
to sell West Texans . . 

Get 34 r 'c of New Mexico to boot 



A B^B Taughn 

Y STATION 



J QUALITY MARKETS/ ■ THE BOILING COMPANY, INC. 



NEWSMAKER 

of the week 



Later this neek, Robert C. \\ right, advertising manager of tin 
frigidaire Division of General Motors Corp.. retires after 3c 
years nil It the company, lie's being succeeded 1 April In 
Robert M. Hell, sn perrisor of conventions, meetings and spe 
rial activities for the merchandising dept. of the company 
nhich headquarters in Dayton. Ira C llauk replaces Hell 



The newsmaker: Robert Bell takes o\er the ad reii 
Robert C. Wright, a long-time communications and advcrtisi 
eran. heading the commercial and adwrtising appliance pr 
for Frigidaire. 

The companx manufacturers a wide range of 
product-, most of which are serviced In Dane 
a<"h erlising agencv , New oik. The 
line includes ranges, washers, «lr\ - 

ers. air conditioners and ice mak- 



s fron 



nisumer applianc 
FiUgeraldSampH 



Hell has been a 
this General .Motors 

as sales training 



•ialed with 
ision for 15 



script 
lie' 

from >e\eral 1 
1910 he bee; 



ed within 



I upw 




Irainiiig manager in the sales pro- 
motion department, mining four 
\ear> later to an assignment as supe 
appliance sales department. 

Frigidaire* s growth pattern in tele\ ision. both spot and netwc 
has been significant over the past three \ ears. Figures for net* 
gn»* lime billings from Tclevi.-ion liiireau of Ad\ ertising. Feadii 
National \d\ erlisers and liroadeasl Ad\ erlisers Reports: for sp 
gro>> time billing. 'M? and Horahangh. 

Network: 196(1. $:].!! 1 1 ..i." : 1959. S.TO 10.210: 195!!. Sl.09fi.if 
Spot : 1900. 8139.010: 1959. S5 1,710: I95U. SI 18.730. 

Bell has also worked as assistant manager of sales planning, sujj 
\isor of dishwasher and water heat merchandising and supevv 
of refrigerator and food freezer merchandising. 

He is retired from the Nav\ with the rank of commander, 
dining World War 11 wa> awarded lb.- Distinguished Fhing C 
twice a> well as the \ir Medal, lie was graduated from Parsons G 
lege with a bachelor of .science degree after attending Iowa Slate 
Bell euirenth is a member of the Masonic Lodge and the l)a\t 
\rea Chamber of Commerce. 
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CREATIVITY. . . 



sales in the 

The imagination of the artist, together with 
his technique and skill, combine to create 
jirtistic beauty ... In the Industrial Pied- 
mont, the popularity and proven dominance 
bf WFMY-TV have combined to create sales 
.tor over eleven years. 



nation's 44th market* 

To successfully sell the nation's 44th 
market*, include WFMY-TV in your plans 
WFMY-TV delivers 2.3 million customers 
who annually spend $3.2 billion dollars . . . 
call your H-R-P Representative today. 

*Source: Television Magazine, 19SO Data Book 



there 

Network television -watching is up . . . 
to the tune-in of 1,190,000 more homes. 

Being a communications art, very much in the 
public eye, television is bound to attract con- 
stant critical fire. 

Certainly the targets are most inviting: less 
entertainment— or more "good" entertainment? 
What is the public interest? Equal time for 
whom, what and when? Etc. 
Most recently, it's being said that all such ques- 
tions are academic anyway, since television has 
reached its audience peak and is, indeed, start- 
ing down the other side. 



is nothing hardl 

Well sir, that one we can nail. And our cr 
authority is none other than Joe Yiewci 
the mere act of turning on (or ofT) his set, b 
mere turning of the dials, his is the last 
Today's dial-counting figures say be lik' 
more than ever. He's watching evening net 
programs now in 27,906,000 homes per av 
minute.* That's an upward trend of 1,19 
over his I960 liking. 

We would think that this isn't because 
suddenly found himself with more time c 
hands these evenings. But because these 
nings in television arc becoming more and 



stop than a trend 



soon evidence of our intent includes: The Bihj 
Crosby Slioir, 33rd Annual Academy Airard Pre- 
sentation, The Corrupters, Bus Stop, Top Cat 
(new animated series by the producers of The 
Flintstones), Calrin and the Colonel. 
A closing thought (for the dial-counting adver- 
tiser): nothing is harder to stop than a trend. 
Nothing more profitable to go with. 



ABC Television Network 

'Source: National Nielsen TV Report, 2 weeks ending 
Feb. 19, 1961 vs. similar period in 1960. Average audience, 
Sunday 6:30-11 I'M, .Mori, through Sat., " 



In Rochester, N.YQ 



People Are 
Switching 



FROM ^ 

"T/fl£0"Radio J 



WVET 



• FOR MUSIC THEY LOVE 
.• NEWS NAMES THEY KNOW 
• COMPLETE NEWS COVERAGE 



0 



BASIC NBC AFFILIATE 



WVET RADIO, Rochester 4, N 

Nat'l Rep.: Robert E. Eastman & Co. 



lnc V 



BEST WAY TO EMBRACE THE NEW YORK 
NEGRO COMMUNITY... 




When it comes to reaching the enor- 
mous Negro Community of greater New 
York, time buyers sum up their strat- 
egy in three little words: "LIB IT UP" 
The reasons are simple. Whether you 
sell a LIBation or appeal to the LlBido 
only WL1B can do 
the effective job. ('-,-% 
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by John E. McMillin 



Commercial 
commentary 




EMBRACES THE ENTIRE 
NEGRO MARKET IN GREATER NEW YORK 



When Life lays an egg 

It's too had. 1 lliink. thai they won't he giving 
a special Emmy Citation for the '"Worst T\ Pro- 
gram of the I%0-(>1 Season." 

MoM of us in the business would he delighted 
to offer nominations. And maybe a little pitiless 
publicity might do some good. 

M> own candidate for Riggest 1\ Clambake of £^ 
the Year would have to be the 90-minute extrava- 
ganza presented recently, by Life Magazine. 

In my opinion. 25 Years of Life did more to >tink up our home 
screens that all the western and private eyes [rut together. 

ft was, in fact, one of the most shocking and disgraceful perform- 
ance* of this 01 any other season, Henry Luce laid an egg. And 
the Time-Life empire disclosed its essential superficiality. 

That, of course, was what made 25 Yean of Life so distressing. 
We had the right to expect so much more. 

If you saw the show you will remember it as a confused, mindless 
mish-mosh in which Hoi. Hope. Sid Caesar. Life photographs, corny 
( hoif oaraphy. a pompous sermon on tin honors of war. a parade of 

sequences with Time-Life officials Luce and C. I). Jackson were all 
scrambled up together in a production that lacked point, purpose, 
dignity, or integrity. 

But hoy did it hn\e commercials! I think e\en Ted bates and 
Uosser beeves must have blanched at the stridency of Life a hard 
sell. Vpparenth it lakes a Luce to oul-huckstcr us hucksters. 

Viintoniy ot .1 disappointment 

Checking trade reactions to the Life fiasco. I'\e run into at least 
four different types of criticism. 

Most common, of course, is the comment. "Who are they to sneer 
at t\ if they can't do any heller than this?" 

Those of us who remember Fortune's scurrilous "Light That 
Failed" piece. Life's holier-than-thou attitude during the quiz show 
scandals. Time's all too snide tv re^eus. and Madame Clare Luce's 
lioigia-likc thrusts : ,t the medium, may be forgiven such reactions. 

lint perhaps a more legitimate criticism of 25 Years of Life is 
this: that, in a -rason which has seen some of the most magnificent 
public sen ice and documentary programs which telov ision has e\e. 
known, the editors of Life brought in a piece of documentary tripe. 

25 U-an of Life looked horrible to all of ns who respect the 
medium heeai.se we know what h . at its best, can do and he. 

Apparently Life doesn't know. In fact, and this is the third type 
of criticism We heard. Life seemed to bring to its program a con- 
tempt for both l\ and the t\ audience. 

Olnioush somebody had persuaded the publishing barons of (J 
( /'lease Hu n lo page 121 
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★ MATURE, ESTABLISHED 
PERSONALITIES ★ AWARD 
WINNING NEWS ★ EX- 
CLUSIVE HELICOPTER 
TRAFFIC REPORTS ★ 
FIGHTING EDITORIALS ★ 
ADULT MUSIC ★ 




INTRODUCING THE NEW 

DRYDM-EilST 

HOTEL 

39th St., East of Lexington Ave. 

NEW YORK 

Salon-size rooms • Terraces • New 
appointments, newly decorated • 
New 21" color TV • FM radio • New 
controlled air conditioning • New 



private cocktail bar 
Side, midtown area • 
of service. Prompt, 



Robert Sarason, General Manager 
ORegon 9-3900 
Teletype NY-1-4295 



✓ 



Commercial commentary (Com. from P . m 



\ venue that, in television, "'you've pot to lioke it up." 

\nd hoke it up they did, with gags, girls, tabloid horror pictures, 
coruball dramatics, and fruity production numbers. 

It was an insult, intentional or not. to all tv viewers. 

But it remained for Jack Gould of the New York Times to offer 
the best, most penetrating eominent. 25 Years of Life, wrote Gould 
acidly. '"ga\e. the alarming impression that the magazine is edited 
by the Music Corporation of America." 

This, I think, is the crux of the matter. The most shocking thing 
about Life's program was its indictment of Life itself. 

Its most distressing feature was its unconscious self-betrayal of 
one of the most potent forces of modern mass communications. And 
this should be a sobering thought for all of us. 



I , 



What about us in 1973? 

l Mire that 25 Years of Life had a special meaning for 



because. 25 years ago next month. I attended an AAAA convention 
at White Sulphur Springs, and heard Henry Luce deliver an im- 
passioned sales pitch for bis then 5-month old publication. 

Luce, at the Greenbrier. looked like a man in the throes of a 
violent traumatic experience. "Gentlemen," he said in awestruck 
tones, "during the next five years I will ask you for Si 00 million." 

T remember thinking at the time that the grcy-jowled Time-Life 
chieftain seemed more overwhelmed by the financial grandeur of it 
all than b> any social, artistic, or editorial considerations. 

' But until 25 Years of Life unrolled its indecencies on my tv 
screen. I hadn't fully grasped the intellectual. philosophic, and spirit- 
ual impoverishment of the Luce empire. 

What, after all does Life stand for? What is, (or should be) its 
real mission as a mass medium? Is it niereh for gaudy hokum? 

Boh Hope, on the program, cainc up with a crack that was etched 
with vitriol. Commenting on Luce's cxtcn?ive educational back- 
ground, Hope said, "Just think — all that education so that he can 
look at a picture of Bridget Bardot and say 'Print it!' - ' 

But the purpose of this column is not to stomp gleefully on Mssrs. 
Live, Larson. Jackson, and the other Time-Life operatives, even 
though many of ns in tv often think we'd like to do this. 

What bothers me much more is— where will we be after 25 \ears? 
Along about 1973 tv will be celebrating its 25th anniversary. Will 
we be able to look back — with more honor, pride and genuine self- 
r< spot t than our publishing brethren apparently can- on a quarter 
century of accomplishments? 

Let's hope, at least, we can loam from Life's failures, and build 
more meaning and significance into own own work. 

The other day I received from Dave Garroway an important and 
provocative book titled "Lxrellenee" by John W. Gardner, president 
of uV Carnegie Foundation, who had appeared on the Today show. 

Gardner has many stimulating things to say about the challenges 
facing America. Among them: "Those who are most deeply de- 
voted to a democratic society must be precisely the ones who insist 
on excellence. They must demand that kind of performance from 
themselves and their fellows. They must cherish the 'habitual \ision 
of greatness.' " 

Life to the contrary, this is something for all of us in television to 
remember always. ^ 



27 m Altai 1961 




SPO.\SOR • 27 MARCH 1961 



13 



Bright Spot 

FOR BUSINESS 

TALLAHASSEE • THOMASVILLE 




FITS EXACTLY . . . 

WITHOUT DUPLICATING COV- 
ERAGE OF ANY OTHER MAJOR 
TELEVISION SERVICE . . . BLAIR 
TELEVISION ASSOCIATES CAN 
GIVE YOU THE FACTS! 

CBS AND TOP LOCAL PROGRAMING 

WCTV 

TALLAHASSEE 

I \ 

I BLAIR T« 

Taam 



THOMASVILLE 



l&Jo John H. Phipps 
Broadcasting Station 







>ps at work 



Jack Kelley, of ll-K. points out tha 
change!* tliat lia\e occurred in tJie st 
specifiealU tlic active entrance of tlie 



on rep field in the 
rl works, into the sp< 



However, ue feel tliat nit 


n\ stations 


at hand. Some stations a 


k'us: 'Whj 


compaied to last \ear?" 


The a li- 


swer is simple. Ihtse stat 




cannot burn the revenue 




at both ends. Thej canur 




their sjiot dollars to c< 


me out 


ahead, when lliev accept 


the dol- 


lars earmarked for spot 




work spot carriers. 0 


iviously. 


when vim clear foi a netvv 


ork spot 




mey out 


of one pocket and placing 


it in the 



other land losing ahoul 50', of 



dollai 



i the 



This is one ke\ reason for the di 
some stations. Advertising expei 
great extent this \ear. Budget* a 
to remember is that if a station i 
spot hours, it will cut its own spo 




op off of national spot 
iditures Inn e not been cut to a 
re available . The important till 
dears for network minutes duri 



Bob Coldsholl, liadio Tv Representatives. \ew \o.k, feels that 
••Servicing an account is a solid, long-term project that benefits the 
rep as well as the agency, client and stations. All too often after the 
older is taken the account is forgotten until the next campaign is 
set. Our uoik begins when the accoimt is sold. We keep in close 
contact with the account and sta- 
tion, constant!) endeavoring to 
better a client's schedule. This 
close contact keeps us informed as 
to am new lime periods becoming 
available, immediate audience re- 
action to particulai station con- 
tests, piomos. and in general, any 
ideas the station itself may have 
with regard to sen icing client*. 
Recent K. a Inner placed a sched- 
ule with one of our stations. How- 
ever, a week or so aftei the cam- 
paign was underway a local program which had been sold out for 
almost a \ear. became available. The Inner was adv ise.l of this 
opening, and since this particulai show was ideally suited for his 
client, the switch was made. This illustrates how the rep-station 
relationship result- in protecting the client's best interests." 1 
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ADVERTISERS! AGENCY PERSONNEL !.... IT'S YOUR CONTEST! 



WIN 



THIS 1961 PONTIAC 

Bonneville Convertible* 




•Completely loaded 
with extras 



HERE'S HOW: 
Guess How Many People Will Visit 
WFAA-AM-FM-TV 

"C&minuhicatM C#titd 

between April 5 & April 30 



THESE FACTS WILL HELP YOU; 

• Tours conducted weekdays 10 a.m. to 5 p.m., 
weekends 2 p.m. to 5 p.m. 

• Newspaper.-. TV. Radio. Direct .Mail to cam 
the Grand Opening story 

• Top star- from ABC-TV and Hollywood will 
he on hand 

• Souvenirs for adult- and children who tour 
this fabulous new building 

• 73-1.000 TV home- in the Channel 8 area . . . 
1.400.000 radio homes under WFAA-820'* 
powerful -ignal 

• 2.500.000 people in the Channel 8 area, and 
over 5.000.000 blanketed by WFAA-820 



PLUS THESE OTHER VALUABLE PRIZES. 



vli 



CONTEST RULES 

mist siness the rmmhrr of persons who will 
WFAA-AM-FM-TV "C.omnuinieaticm* < 
April 5 and April 30, 

list l.e mailed lo WF \ V \\I-F\I T\, \mm - 
ii.l Kceord Mreels. Dallas. Texas on I lie conte-l ant's 
llsiiies„ stationer) and postmarked not Inter than mid- 
ight, May 5, 1%1. Farh entry iim-t inrhide tin- name 
r the contestant, firm and position Ii.l.I. Winners will 
i- announced on May 15. 



tide 



of ; 



I their elien 

client- attending Opening < .ereinonie- »ill participate in 
local event. I Kmplovees of \\ K\ \- Wl FM- IA. The Dal- 
las Morning News. F.dward IVlrv Co.. and their advert,:.. 




AM - FM -TV 
DALLAS 

Broadcast Services of The Dallas Morning News 




49th and 
Madison 



Need far good advertising 

T would like to have permission to 
reprint \our entire page 29, SPONSOR- 
WKEK, in tlie issue of 13 February. 

I have been making strenuous ef- 
forts during the past )ear or I wo to 
get the inilk industry in Pennsylvania 
to recognize the need for good adver- 
tising. Certainly this declaration of 
intent on the part of one of the large 
beverage competitors would he a 
stimulant to my efforts. I would, 
therefore, like to print it in my 
March Milk Promotion Bulletin. 
John A. Smith, director 
Gmvmor's Milk Promotion Program 
Commonwealth of Pe,ins)h>ania 
llarrisbnrg, Pa. 



More Ohio memories 

In reference to a letter to vour "19th 
and Madison." 13 March issue, from 
Jim Brown of 15151)0 recalling some 
of the old WLW greats, 1 believe the 
convict-pianist he could not recall 
was Harry Snodgrass. 

Dining those years 1 lived in West 
Tennessee and it seems that Snod- 
grass had a Saturday night program 
which we listened to regularly. It 
has been a long time and my memory 
ma) not be exact, but the name does 
stick in my mind. 

F. 11. Corbett 
WGAP radio 
Maryville, Tennessee 



Deft approach 

Your three-part article on broadcast 
union negotiations. "A report on 
unions and tv ad costs." beginning 
20 February, was the finest piece of 
work in that regard, that has been 
put together in many years. 

Its virtues are even more apparent 
when contrasted with the inept and 
distorted efforts of other trade publi- 
cations who. in grappling with this 
problem, have only succeeded in 
making their entire contents suspect. 

Richard Zimbert 

business mgr. 

Leo Burnett Compaity, Inc. 
Chicago, Illinois 

Puzzling problem 

As a forner member of the old NAB 
Standard- of Cood Practice, and a 
current member of the NAB Radio 
Code, I have read with avid interest 
the new regulations and plans. 

'Hie principles are essentially the 
same in the Code as before and are 
excellent. 

There is one "regulation"' which 
puzzles me. It is the '\Maximum 
time to be used by a single sponsor" 
in a given time period. This i« like 
regulating the length of the buggy 
whip to be used on the 1961 cars. At 
least y.5 f ; of all radio advertising 
placed today is unaffected. 

It would seem to me that a single 
sponsor would have more privilege 

ute segment, than would a hodge- 
podge of sponsors. Regardless 'of 
that, it is evading one of the main 
criticisms of radio — o\er spotting. 

The FCC has pawed the word 
along that they consider three spots 
per quarter hour as "in line" with 
proper programing. Let's sW up our 
own criteria and 'Veil" it to the FCC 
and all others invobed. or adopt the 
FCC yardstick if this is to be a 
CODE OF OPFR Vl'lONS. 

If we're too timid to attack this 
huge problem of o\ er-spolling, then 
let's throw out the archaic "single 
sponsor" commercial content table, 
li s not fooling anyone. 
Veil Thomson 

iSational Ass'n oj Broadcasters 
Washington, I). C. 





NO, THIS IS "KNOE-LAND" 

(embracing industrial, progressive North Louisiana, South Arkansas, 
West Mississippi) 

JUST LOOK AT THIS MARKET DATA 

t'opiilalion 1,520,100 Drug Sales $ 40,355,000 

Households 423,500 Atuomoihe Sales $ 299,539.000 

Consumer Spendable Income Gcncrat Merchandise $ H8.789.000 

$1,701,109,000 Total Retail Sales $1,280,255,000 
loo,t Sates S 300.t8G.000 

KNOE-TV AVERACES 71% SHARE OF AUDIENCE 

According to November, 1960 ARB we average 71% share of audience from 
nidnight, 7 days a 



KNOE-TV 

Channel 8 
Monroe, Louisiana 



CBS • ABC 

A James A. Nac Statia 
Represented by 
H-R Television, Inc. 



Hi 
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LANSING NIX ALL 
PIX BUT SIX! 





Variety analyzes ARB report! 

icates WJIM-TV (Channel 6) 
has complete audience dom- 
ination in network shows and 
syndicated programs! 



WJIM-TV 



S t r a t e g i c a li^fo c a t e d 
Covering**^ r 



vely serve LANSING . . . FLINT. . . JACKSON 
37th market. Represented by Blair TV. WJIM Radio by MASLA 
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Interpretation and commentary 
on most significant lv/ radio 
and marketing news of the week 



SPONSOR-SCOPE 



27 MARCH 1961 New national spot tv sales started taking 011 a distinctly bright hue last week, 

c*»yriiM imi and it now looks as though it will be a pretty good April for the medium after all. 

sponsor Requests for availabilities and confirmations had the reps hopping as they haven't hopped 

publications inc. for a row of months, and the activity included the following accounts and brands: 

New York: Post Toasties (B&B); El Producto and La Vera cigars (Compton) ; 
General Mills Twinkles (DFS) ; Maxwell House instant and Yubau (B&B) ; Jack Frost 
Sugar (Y&R) ; Carter Products, multiple, (SSCB), 26 weeks; Best Foods' Hellmann's 
Mayonnaise, nine weeks in flights; Dash (DFS) ; Zest (B&B) ; Bumble Bee Tuna (Man. 
off) , eight weeks, starting May. 

Chicago and other midwest points: Mr. Clean (Tatham & Laird) ; All-State (Bur- 
nett) ; S. C. Johnson's Holiday ice cream (FCB) ; Butternut coffee (Tatham & Laird) ; 
Lever's Swan (NL&B) ; Brown Shoe (Burnett) ; Purina Dog Chow (Gardner St. Louis). 



Radio reps likewise last week found something to be cheery about: availabil- 
ity calls and confirmations came in abundance out of New York and the mid-west. 

The new business flow included these accounts: 

New York: Beech-Nut coffee (Charles Hoyt) ; IBlls Bros, coffee (Ayer) ; Seabrook 
Farms (Al Paul Lefton) ; DeCaf (McCann-Erickson) ; Ohio Oil (Ayer). 

Chicago, etc.: Amoco (D'Arcy) ; Cream 0' Wheat (BBDO Minneapolis), asking for 
spring avails but will stay for summer and fall; Skelly Oil (Bruce Brewer Kansas City) ; BaU 
Bros. Mason Jars (Applegate Muncie, Ind.) ; Zenith Hearing Aids (MacFarland Aveyard) ; 
Gooch Feed Mills (Allen & Reynolds Omaha). 

P.S.: There's a good possibility of the Tea Council (Burnett), which is now in print, 
coming into radio for the summer. 

A couple rifts in the blue: Chevrolet (Campbell-Ewald) cut back its radio and Lem- 
ing (Esty) cancelled the last two weeks of its current campaigns-eliminates April. 

As far as tv is concerned you can never tell in what direction the automotives 
will swing their programing M-hims. 

For example, no sooner does General Motors back out of its heavy sports bundle 
with NBC TV than it becomes manifest that Ford is moving in the opposite way. 

That Ford buy of a quarter of the pro football games on CBS TV is no random 
gesture. It's part of a long-range plan to diversify its tv audience with a heavy accent on 
sports fans. In other words, there may be several more buys of a similar nature before 
the 1961-62 season has uncoiled. 

Within the week Ford will decide whether it wants to recapture Wagon Train 
and accept the reduced schedule Tennessee Ernie wants next season. 

If you're looking for a tv success story with no ifs or huts, cast your attention 
on Scott Paper (JWT), which next season will be spending more than ever on both 
network and spot. 

This fast-growth company — with several new products in tow — will have network night- 
time niches Monday, Tuesday and Wednesday, a flock of network daytime participa- 
tions and quite a load of spot tv for testing of newcomer and support of problem markets. 

All in all the tv billings may run well over the $10-millioii mark. 

The nighttimers: the new Robert Young show, the old Robert Young show and 
Quinn Martin's the New Breed (ABC TV) , a Dragnet in which the cops are Ivy League 
gTads who majored in the sciences. 
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SPONSOR-SCOPE continued 



General Mills lias entered the dietary formula field with a product of its own 
called Subtract, which it will market through the grocery trade. 
It'll be using spot radio for the brand via Knox-Reeves. 

The tv networks are still finding very slim pickings among the durables for 
business in the fall. 

However, it looks as though much of the loss from this sector will be made up from in- 
creased billings by the package goods manufacturers and the siphoning off of busi- 
ness from spot. 

ABC TV is betting that the comedy trend will continue for another two or three 
years. 

The tipoff: it's putting up $2 million for pilots of that category for next season alone. 
And strange as it may seem, it's not investing at the same time a dollar for new 
westerns. 

With the new shows on the board and what it's got on the shelf, it is ABC's claim that it 
will have enough shows come the early part of next year to program the three net- 
works. 

Talking about westerns, ABC will have just two hours of westerns next season, as 
compared to five hours on CBS and five and a half hours on NBC. 

Timebuying when practiced on the level it should nowadays offers an unusual 
challenge for the talented and the ambitious. 

It is important for a buyer not only to plot out the best buy for an account or par- 
ticular brand but to be able to translate and sell what he or she has put together so 
that it integrates snugly into the over-all media or marketing plan. 

The knack for documenting and selling has become the line that separates the traditional 
practitioner of timebuying from the dynamic functionary in that area. 

What has happened is this: with the development of the nighttime minute participations 
and the scatterplans the tv department is no longer the only facet of an agency that 
executes or sells a network plan. A skilled timebuyer can also fulfill this role, but he also 
must be able to blend such buys with a spot plan so that the two offer a cohesive and prop- 
erly balanced whole for the client's or brand's needs. 

Of course, there's the personality factor. A strong personality with a flair for pres- 
entation and conviction will fare more successfully than the type that keeps his light hidden 
under a bushel basket. 

Merely as an academic exercise, it's interesting to note that of the more populous 
program categories the type that suffered the biggest perccutage loss among the 
1960-61 newcomers was situation comedy. 

The breakdown of survivors vs. casualties by type: 



CATEGORY CONTINUING THIS FALL CASUALTIES % CASUALTIES 

Situation comedy 7 11 61% 

Adventure 5 7 59% 

Suspense-crime 5 4 44% 

Western 2 2 50% 

Anthology drama 0 2 100% 

Others 0 4 100% 

Total 19 31 62% 



(For four- year history of network program casualty rate see 6 March SPONSOR-SCOPE.) 
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SPONSOR-SCOPE continued 



Eastman Kodak lias assurances from NBC TV that come tlie full practically all 
the Sunday night programs will he broadcast in color. 

The tinted span will run at least from 7 10 10 and the network may go so far as to 
make it a full night, that is, up to 11 p.m. 

A pertinent footnote as to why Kodak quit Ed Sullivan to go Disney on NBC: for a year 
the Rochester giant had urged CBS to put color into the Sullivan show, explaining that be- 
cause of its new Kolorchronie film, it has a huge stake in support of color tv. 

Schlitz (J\VT Chicago) has definitely committed itself to this network tv pro- 
graming policy for the 1961-62 season: sports and news only. 

In network it'll he the Sunday afternoon spectaculars on CBS TV and the Doug Ed- 
wards news and for regional spot the buys will be inside or adjacent to programs of news 
and spots content. 

The Madison Avenue agencies are looking askance at the tactics being pursued 
by the networks in scheduling some of their one-hour shows. 

The reference: freezing a 60-minutc series on the basis of merely an order for a 
weekly minute from one account. 

Agency tv specialists are terming this strategem "forced scheduling" and a none-too 
subtle device for making the period unavailable to an account that would like to bring in a 
show of its own selection. 

The network rejoinder: we think these hour shows are good properties and at least 
equally as attractive as anything that an advertiser might pick up on the market. 
Also, we're better equipped to exercise program balance and scheduling against the competition. 

NBC TV has virtually filled out the Wednesday night stretch for the fall. 

The set-up following Wagon Train: a situation comedy likely with Lever and 
American Tobacco sharing it, the Perry Como show, a weekly Bob Ncwhart half-hour 
exclusively the property of Scaliest. 

The 10:30-11 p.m. period is still open. 

Are the tv networks depreciating the value of daytime with advertisers by con- 
tinuing price juggling, as the radio networks did with radio a few years back? 

You can hear this question raised frequently among Madison Avenue admen when gath- 
ered around a lunch table or in media group meetings. 

The concern prominently voiced on such occasions is that the client may decide that 
these downward shifting prices reflect a lessening importance of daytime as a whole. 

Implied in the trend is a paradox of deep concern to spot: agency men note that 
their clients are perplexed by the fact that whereas network daytime rates keep com- 
ing down tv station rates here and there are going up. 

Another tendency that people who do the recommending in agencies find difficult to ex- 
plain to clients: is the stress put on selling formulas by the networks as compared to 
the quality of the daytime programing itself. In other words, the pride is in the price 
and not in the product. 

P&G opened up its purse strings wide enough last week to take ABC TV com- 
pletely off the hook as far as next month's Motion Picture Academy Award show is 
concerned. 

The Cincinnati giant will underwrite three-quarters of the hour ami a half, with 
Kitchens of Sara Lee sponsoring the rest of the better than a Sl-million package. 

A couple months ago P&G had agreed to take all but a quarter of the special, but this 
plan became a cropper when the Academy tabooed the inclusion of a deodorant, Secret, 
among the commercials. 

Last week P&G dug up another brand to take Secret's place. 



NSOR • 27 MARCH 1961 



21 



SPONSOR-SCOPE continued 



Things are hotsy-totsy between CBS TV and Westinghouse again. CBS will pro- 
duce and carry a batch of dramatic shows which will be part of the 18 specials that 
Westinghouse will sponsor on the three networks between October and next summer. 

The over-all cost for the 18 events, compiled by McCann-Erickson Productions' Jack Van 
Volkenburg, will cost Westinghouse around §8 million. 

It's the biggest Westinghouse tv obligation since the inception of the original Desilu 
series three years back. 

(For more details see SPONSOR-WEEK, page 25.) 

Liggett & Myers' pullout from ABC TV, according to trade reports, reflects a 
growing concen by the company with its position in the medium. 

The tobacco firm hasn't been hitting the profits stride it would have liked, compared to 
its competitors. The indications are that it is taking a hard look at its advertising spec- 
trum along with other things. 

This also must be born in mind: it was not so long ago that top L&M management un- 
derwent a change and the new regime had been seemingly content (up to now) to go along 
with the ways and policies of the old. 

A group of tv reps in St. Louis may be able to take credit for saving Interna- 
tional Shoe (Krupnick) from moving into network tv. 

The way it looked last week the decision will be to make spot tv the spearhead for the 
1961-62 seasonal promotions. 

International Shoe found this exceptionally effective for school opening and Christmas 
pushes the past year. 

Apparently ABC TV is giving up the idea of selling reruns of its hour-long 
Warner Bros, product after 11 p.m. Instead, it's going to experiment with late news. 

It'll be a two-city hookup at the beginning (June) linking New York and Washington. 
The time will be 11-11:15, Monday through Friday. 

Though the period is station time, the network will try to extend the operation later 
on if enough affiliates are available and there are sponsors for the strip. 

Buick (McCann-Erickson) has apparently turned to a participation policy a la 
Pontiae and Oldsniobile for the 1961-62 network tv season. 

It's already committed itself for an alternate half-hour of the Mitch Miller Sing Along 
show. The next move will be to pick up a covey of minutes, also on NBC TV. 

Alberto-Culver (Compton) is the latest substantial buyer of nighttime network 
to go from alternate half-hours to a minute spread, with ABC TV the beneficiary. 

The buy, effective in the fall, is a weekly minute each on Untouchables, Corrupters, Ad- 
ventures in Paradise and Bus Stop. It comes to about $120,000 a week. 

Some tv stations that don't carry sports are changing their rate structure for 
Saturday and Sunday afternoons. 

They're putting into effect "D" rates for those time spans, which is a switch away 
from the "C" rate. 

The drop in price is about 35%. 



For other news coverage in this issue: see Newsmaker of the Week, page 6; 
Spot Buys, page 50; Sponsor Week Wrap-Up, page 58; Washington Week, page 63; SPONSOR 
Hears, page 66; Tv and Radio Newsmakers, page 72; and Film-Scope, page 64. 
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RATES IN CH/CAGO 



Latest rating figures* show: 

WCN Radio has Chicago's most 
favorable image! 

WCN Radio reaches more people! 

WCN Radio lias the highest aver- 
age quarter-hour audience for en- 
tire week! 

WCN Radio is No. 1 Chicago sta- 
tion in total audience! 

WCN Radio has highest average 
hourly share of audience— 1 2 mid- 
night— 6 a.m. 

WCN Radio delivers an adult au- 
dience! More than 9 of every 10 
listeners arc adults! 

For full facts on why adult listeners 
like WGN Radio's sound, adver- 
tising and programming, write to 
WGN Research for a study by 
Market Facts. Inc.. on the images 
of Chicago radio stations. 

*Nielscn — Dec. /Jan., 1961. Pulse — 
Dec, 1960, Posi-midnighi study. Pulse 
— 1960, Audience composition reports. 



In Chicago 

WGN RADIO 

means quality jitogt attuning 
and dedicated cottittuttiily senice 



Rffntstv.ted by Edit aul Vfl,\ Or Co.. Inc. . 
excf/>t in Chicago, Ant York, Phi/aM/diia 




oj CW,/> Radio Co:,/, Inc 



SPONSOR • 2, MARCH 196! 



23 



people who liUe people . . . 



Soi'iil) away tlie old 
ideas and < Iiokc l'ac*tw 
•i'l isteri lileo IVoolilos 
on a l a 1*111 rl ! 

(1) Of six Kansas counties gaining popu- 
lation in I960— FOUR are in KTOP's 
prosperous 750,000 - population 
Northeast Kansas market. 

(2) BOTH Pulse and Hooper put KTOP 
right on top with a stunning 40% of 
the total audience! 

(3) KTOP reaches more Northeast Kan- 
sas buyers at the lowest cost per 
thousand of any available media — 
print, TV, or radio! 
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Latest tv and 
radio developments of 
the week, briefed 
for busy readers 



27 March 1961 



SPONSOR-WEEK 



Armour is second of 'Untouchables' 4 sponsors to see boycott 
Spot radio's '60 billings are 58' , ahead of 5 years ago 
MCA earns $57.5 million in film/studio rentals 



WESTINGHOUSE BACK IN TV CLOVER 




Purchase of an $8 million network tv show package 
covering 15 months was revealed last week by J. H. 
Jewel, marketing vice president of Westinghouse Elec- 
tric. 

Sum is earmarked for 18 60- and 90-minute specials 
on all three networks from October, 1960, through Sep- 
tember, 1962 — a switch from sponsor's current half-hour 
program pattern and a return 
to the "big show" concept. 

At the same time, Jewel said 
Westinghouse will slot a series 
of 12 half-hour comedy films — 
all pilots produced by New 
York and Hollywood show 
makers— this summer on NBC 
TV Friday nights (9:30-10), re- 
placing "Westinghouse Play- 
house" with Nanette Fabray. 

The big move to specials marks a return for the 
sponsor to identification with "bigger" shows, such as 
"Studio One" and "Desilu Playhouse" which it's had 
in the past. 

Roger Bolin, advertising director of the company, said 
management decided there "would be more impact with 
longer programs after experimentation with shorter 
ones." 

The specials will be slotted at the rate of two per 
month from October through March and one monthly 
from April through September at prime times— though 
days and times are not set. 

CBS TV will get six or seven, specializing in the dra- 
matic portions of the series; NBC is slated for six or 



. Jewel 



seven, hitting on the rfews/documentary/public service 
theme, with ABC airing the remaining five as specials 
along musical, unusual events and sports themes 
(among them, a winter carnival, the Nutcracker Suite). 
ABC starting date reportedly will be 21 November, with 
all Westinghouse specials in a 10-11 p.m. slot. 

Longest special set thus far will be a production of 
Leland Heyward on CBS 12 January, based on the cur- 
rent book, "The Good .Years." Shows will feature top 
performers, with networks as well as outside producers 
handling them. Gordon Duff is executive producer of 
the CBS dramatic series. 

Westinghouse will continue to keep its pattern of 
commercial time largely for its variety of consumer 
products, with incidental mentions of such corporate 
projects as research, engineering and atomic power. 

Agencies involved., are McCann-Erickson and Grey, 
latter handling only the radio/tv set portion of the 
consumer account. 



Million $ gas campaign for radio 

SSCB has launched the third phase of its Gasoline 
Tax Education Committee drive to combat state taxes, 
with radio getting bulk of budget for estimated $1 mil- 
lion in spot time. 

Current flight calls for seven weeks of saturation 
radio at rate of 20 announcements weekly for six weeks, 
40 per week for seventh, on 255 radio stations in 136 
markets. 

Basic theme of the all-media campaign.- "the gasoline 
you buy is taxed too high." 
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QUALITY BROADCASTING 
SELLS RICH, RICH 
SOUTHERN 
NEW ENGLAND 




QUALITY IN BROADCASTING IS THE HALLMARK OF WTIC TELEVISION 



WTIC-TV 3 CBS Affiliate 



REPRESENTED BY HARRINGTON, RIGHTER 8c PARSONS* INC. 



WTIC 50,000 WattS NBCAfHHate 

REPRESENTED BY THE HENRY I. CHRISTAL COMPANY 
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Larry Webb 



Spot radio zooms up 58% in the last 
5 years, rises in '60, SRA reports 

Spot radio billings are up 58% from five years ago, 
and the growth rate between 1959 and 1960 is $2.5 mil- 
lion despite a lackluster general economy last year. 

This was reported last week 
by Larry Webb, managing di- 
rector of Station Representa- 
tives Assn., in comparing the 
<■ four quarters of '59 (official 

b FCC figures) with those of '60 

» (Price Waterhouse figures for 

SRA). 

Here's how the spot radio 
comparison checks.- 
I960 1959 
Quarter (add 000) (add 000) 

First $43,779 $42,707 

Second 50,228 49,643 

Third 46,470 47,066 

Fourth 50,190 48,727 

Total $190,667 $188,143 

SHULTON BUYS RADIO FLIGHT 

Spring radio push for Shulton's two air freshener 
scents involves nine weeks of weekend advertising in a 
13-week flight buy through Ralph Allum agency, New 
York. 

Schedule of transcribed minutes calls for daytime 
slotting in 26 markets to reach an automobile audience 
with commercials for Floral and Spice scents. No fall 
broadcast plans have been made. 

Amsco Sponge Cloth takes inventive tack 
in explaining unusual product via tv 

Inventive television solution to problem of getting an 
jnusual product concept across to the viewer has been 
found by Daniel & Charles agency, New York, for its 
:lient, American Sponge & Chamois and its Amsco 
Sponge Cloth. 

Minute tape commercials now being aired in 10 pri- 
nary Northeast markets show the air marriage of man 
and woman— a dish cloth and a sponge— with the re- 
sulting sponge cloth as their offspring. 

Spring campaign is coordinated with newspapers and 
"nagazines, probably will be followed with similar clean- 
jp effort in the fall. Demonstration minutes are aired 

>r maximum women's audience— daytime and late 

ight — at a saturation rate of 10 to 16 per week, says 
loe Mintzer, account executive. 

Three-year-old item is getting its biggest tv push cur- 
ently. 
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GREETING CARDS, CEREALS SIGN 
FOR TV/RADIO SHORTIE SHOWS 

Sales success of short show segments was pointed 
up for two new series last week, one for radio and the 
other for tv. 

1. Radio: American Greetings Corp., Cleveland manu- 
facturer of greeting cards, brought 130 separate quickie 
45-second radio vignettes, "The Right Thing to Do," 
through Fuller & Smith & Ross, also Cleveland. 

Manners pro Amy Vanderbilt is featured in the radio 
series, which was produced by Alan Sands for Victor 
& Richards, New York. Capsules are offered to 50,000 
card dealers on a co-op basis, with show free if dealers 
use co-op ad money to purchase radio time. 

2. Tv: Second top-selling five-minute tv series pro- 
duced by UPA Pictures for Television Personalities is 
"Dick Tracy Show," with 15 stations in top markets pick- 
ing up series of 130 quickies in past two weeks. 

So reports Henry G. Saperstein, TPI president, who 
says Tracy series has grossed $750,000 in sales so far. 
General Foods' Post Cereals division has tied in with 
TPI to buy announcement time on stations airing the 
five-minute show. 

Still another quickie entry on the radio scene is "The 
Solly Hemus Show," a five-minute sports feature pro- 
duced by W & A Productions, St. Louis. It features 
Hemus, manager of the St. Louis Cardinals, in a base- 
ball feature aimed for summer use by stations. 



Art Directors cite tv commercials made 
by DDB, Y&R and JWT in annual contest 

Eight tv commercials won special citation last week 
from the Art Directors Club of New York, with three 
earning medal awards and another five receiving dis- 
tinctive merit awards. 

The top three: 

1. Film, live action commercial for Volkswagen of 
America through Doyle Dane Bernbach, produced by 
Robert Lawrence. 

2. Film, live action announcement for Bristol-Myers 
through Young & Rubicam, produced by Tom Ford. 

3. Full animation for Ford Dealers of Southern Cali- 
fornia through J. Walter Thompson, produced by Play- 
house Pictures. 

The other five clients, agencies and producers were 
General Foods, Ogilvy, Benson & Mather, Television 
Graphics; CBS TV Network with Elliot, Unger & Elliot 
and Gerald Productions; U. S. Navy Recruiting with 
Playhouse Pictures; Personal Products Corp. through 
Y&R with Audio Productions; NBC (for stills). 

Entries and winners are being shown through the 30th 
at 500 Park Ave., New York, in the Plaza Gallery. 




In Providence- WJAR-TV new one-two punch 
delivers a feature film knockout! 

Adding to their Million Dollar film library, WJAR-TV announces the two biggest buys in feature films: NTA's "61 for 61" and 
Warner Brothers' "Post '50 Package" to be seen Mon. thru Fri. at 9 A.M., 1 P.M., 5 P.M. and Sat. and Sun. at 11:10 P.M. Some 
of the titles and stars: A STAR IS BORN • VIVA ZAPATA • ALL ABOUT EVE • THE HIGH AND THE MIGHTY • COME TO 
THE STABLE • REBEL WITHOUT A CAUSE • THE PRINCE AND THE SHOWGIRL • HONDO • COME FILL THE CUP • THE 



BIG LIFT . DOWN TO THE SEA IN SHIPS • PINKY 
TO THREE WIVES • YELLOW SKY • THE SEARCHERS 
LAND OF THE PHARAOHS • Marilyn Monroe • Anita 
Clift • Burt Lancaster • John Wayne • James Dean • Sal 
Stewart • Maria Schell • Kirk Douglas • Joan Crawford 
James Cagney • Spencer Tracy • James Mason • Glenn 



TWELVE O'CLOCK HIGH • THE BIG TREES • A LETTER 
STRANGERS ON A TRAIN . SPRINGFIELD RIFLE 
Ekberg • Marlon Brando • Judy Garland • Montgomery 
Mineo • Doris Day • Robert Stack • Bette Davis • James 
Tab Hunter • Cary Grant • Lauren Bacall • Gregory Peck 
Ford • Peter Sellers • Gary Cooper • Natalie Wood 
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Music Corp. of A 
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Heavyweight bout sponsors reached 62.5 
million at 53< an impression: ABC Radio 

Twelve commercials for three sponsors netted a 53- 
cent c.p.m. per commercial listener impression during 
the recent ABC Radio broadcast of the Patterson-Jo- 
hansson heavyweight championship fight. 

ABC delivered 62.5 million listeners to these clients: 
Mennen, through Warwick & Legler; Carling Brewing, 
through Lang, Fisher & Stashower, and Studebaker- 
Packard through D'Arcy. They reportedly paid $400,000- 
plus for the package. 

Show was aired on 550 stations, contrasted with 454 
for the previous heavyweight bout. This year's audience 
outnumbered the previous radio peak by 1.5 million 
persons, ABC says. 



ISRAEL ELECTED TVAR PRESIDENT 

Don McGannon, president of Westinghouse Broad- 
casting Co., becomes board chairman of the WBC sub- 



sidiary, Television Advertising 
Representatives', with election 
last week of Larry Israel as 
president of the rep firm. 

Israel, former general mana- 
ger, helped launch the com- 
pany two years ago after work- 
ing as general manager of 
WJZ-TV, Baltimore. Two other 




new TvAR officers are Robert larT V lsrael 

M. McGredy, executive v.p., and Lamont Thompson, v.p. 
in Chicago. 



Bill Howard to LaRoche as president 

William H. Howard this week becomes president of 
C. J. LaRoche agency, replacing the late James Webb in 
a position vacant for several months. LaRoche becomes 
board chairman. Howard is former v.p. at JWT, senior 
v.p. at Y&R. 



Armour hit with Italian-American 
boycott in second pressure plunge 

Two down and two to go is score for the Italian- 
American pressure group and its planned boycotts 
against sponsors of ABC TV's "Untouchables." Two of 
four advertisers have been hit thus far. 

Last week the group announced its continuing boy- 
cott against Liggett & Myers, with a heavy-up picket 
line planned for the stockholders meeting tomorrow in 
Jersey City followed by picketing of Armour offices and 
plants "at later dates." 

At the same time, The Federation of the Italian- 
American Democratic Organizations of New York State 
voted to "expand" the boycott against Chesterfield, 
Oasis, L&M and Duke cigarettes and to "sanction boy- 
cott of Armour's beef, meat and provisions." 

Untouched as yet are two other "Untouchables" spon- 
sors— Beecham Labs., for Brylcreem, and Whitehall 
Pharmacal, which advertises a wide range of products 
on the show. 

The pressure group contends Italian-Americans have 
been placed in an unfavorable light and defamed by 
the show. 

Liggett & Myers cancelled sponsorship of its portion 
of the show (see SPONSOR-WEEK 20 March) but not 
because of propaganda pressure: it disliked a time 
switch slated by the network. 



DISNEY TO AB-PT: $5.5 MILLION 

Walt Disney paid off his $7.5 million bill to Ameri- 
can Broadcasting-Paramount Theatres in two years in- 
stead of the agreed-on five. 

His last of two installments was made last week, a 
whopping $5,497,500, as final payment by Walt Disney 
Productions for the AB-PT stock interest in Disney- 
land. AB-PT retains only a few food concessions at the 
amusement park. 



Sales Spotters sell markets, not stations 

A group of former rep sales executives have embarked 
on a market selling operation for tv and radio stations 
under the firm name of Sales Spotters. 

The idea: (1) to prepare a presentation on the mar- 
ket, with all stations in the marketing subscribing; (2) 
expose the presentation to spot buying agencies; (3) 
leave it to the individual stations in the market to 
scramble for the business stimulated. 

Sales Spotters will not function as reps. 
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NIELSEN'S NEWTOPIO 

(Two weeks ending February I9«) 


GUNSMOKE 




40.1 


WAGON TRAIN 


NBC 


36.2 


HAVE GUN-WILL TRAVEL 




31.0 


DU PONT SHOW 




30.5 


CANDID CAMERA 


® 


30.2 


RAWHIDE 


® 


30.1 


ANDY GRIFFITH 


® 


30.0 ; 


DENNIS THE MENACE 




29.1 


ED SULLIVAN 


® 


28.4 


UNTOUCHABLES 


ABC 


28.2 



A Frenchman once said 
the more things change 
the more they stay the same. 
This seems to be borne 
out by the latest Nielsen 
report which credits the 
CBS Television Network 
with broadcasting 8 out of 
the 10 most popular 
programs in television. 
Actually, this network has 
achieved, or surpassed, 
this performance 35 t imes 
in the past five-and-a- 
half years. During the same 
period no o ther network 
has matched t his p erformance 
'even once. Could it be a trend ? 



CBS® 




SHADOWS OVER Sh3£3 

tisans to some sort of action that 
could put another liig sling on the 
eve of In. and afTe I radio, loo. 

Chances for a Congressional in- 
vestigalion were .SO-50 al lliis writing, 
hut the results of a study into the st a . 
ti-lieal validilv of the services com- 
missioned In 'the Legislative Over- 
sight Subcommittee due out since 
Januarv and expected al anv moinenl 
could push the House Commerce 
Committee into action. 

T Washington, a state legislature, and critics iu and Reaction among the top people of 

the networks agencie-. stations and 

out oi the industry have stepped-up attacks on ratings ||„, ra | U ,,r service* themselves ha- 
^ Thev loudlv deplore 'influence,* question 'accuracy," lu '*"- c ' t ' lieia ">- llu *> wore concerned 

1 1 • ' thai Congress, in its search for an 

hut lack of media-agency know-how may confuse them issue — however honest would fall 



RATINGS-DO THEY 



I MAKE SENSE? 
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DETRACTORS DEPLORE THE INFLUENCE OF RATINGS 



Hgji, A* S. (•• ike) v> ronoy 

"The networks, stations, Madison Avenue — all 
arc victims of the ratings systems. Efforts to 
produce something new are strangled in their 
infancy l>y the viciousness of ratings." Mr. Mon- 
ronev is the strongest Congressional voice to 
challenge the validity of the various services. * 
Others who have made ratings a whipping-hoy 
are Senator Warren Magnuson and Representa- 
tives Uren Harris and Morgan Moulder. 



Gov. Leroy Collins 

The new NAB president lias said that ratings, in 
effect, are "determining in large measure not 
only what the American broadcasting diet will 
he, hut also at what times the meals will be 
served. And yet. NAB has no checkrein or 
oversce-.statiis whatever over what the raters do, 
or how the) do it. Broadcasting is. therefore, 
allowing an outsider to become master of its 
own house. . . ." 



Legislator A. Bruce IVianSey 

Assemblyman Mauley introduced a bill in N. Y. 
Legislature making it unlawful to issue ratings 
for the purpose of influencing advertising with- 
out fully Mating manner in which figures on 
times, dates, per-ons contacted, etc. were ob- 
tained. Dr. Frank Stanton. CBS President, made 
known his opposition to the bill on almost all 
point- in wire- lo every legislature member. 
Adjournment nidi may delay action. 



Chmn. Newton N. Minow 

During his Senate confirmation hearings, the 
new FCC chairman agreed in part with Senator 
Monroiiev's criticism, and slated that ratings 
"are a proper area of concern for the FCC." 
In answer to another <piesliou he declared that 
since the various systems ■•differed so widely— 
they can"! all be right." lie also added that it 
was his feeling that they ■■underestimate the 
American people." 



victim to the few who are looking for 
a scape-goat, who court sensation- 
alism (and they hatl no tlouht that 
the tabloids would happily supply the 
headlines I. They were weary of the 
attacks because they felt, as profes- 
sionals in a technical business, that 
the legislators didn't exactly know 
what they were talking about. 

In these emotional outbursts in 
Washington and elsewhere, they were 
quick to note, there was an initial 
confusion as to just what was being 
attacked, because the critics in their 
orator) had tangled together two 
separate questions: Are the ratings 
accurate? and — Are the ratings prop- 
erly used? 

The recent Congressional pressure 
has come from the committees head- 
ed by Representatives Harris and 
Moulder and Sen. Magnuson and 
from an old critic of the rating sys- 
tems. Sen. A. S. Mike Monronev 
(l)-Okla.). He has again challenged 
the validity of the various services, 
accusing them of stifling the develop- 
ment of better programing. At the 
Minow confirmation hearings he 
charged that ''the networks, stations. 
Madison Avenue — all arc victims of 
the rating s\ stems. Effects to produce 
something new are strangled in their 
infancy by the \ iciousness of ratings'' 
which, he implied, dominate the in- 
dustry. 

And other pressure continued from 
these diverse interests and directions: 

• The X.V. Slate Legislature was 
expected, at prcsstime, to take action 
in a matter of davs on a bill, intro- 
duced In Assemblyman A. Bruce 
Ma rile) (H-Fredonia) that would put 
ratings under the Penal Law. It would 
be unlawful lo issue ratings for the 
purpose of influencing the sale of ad- 
vertising without fully stating: (ll 
the exact manner in which the figure- 
ucre obtained: (2) a description of 
the methods used: I 3) the number 4 
persons contacted, the times and dates 
when contacted, their location, and 
the exact area covered. 

• \n Italian- \inericait group, led 
I>\ a Congressman, has continued it- 
pressure (picketing and sponsor-bo\ - 
cott I against The Untouchables. Leg- 
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BUT DEFENDERS CALL CRITICS CONFUSED, MISGUIDED 



isolators see this high-rated show, one 
which many feel is o\erly violent and 
not in the public interest, as an ex- 
ample of undue iulluenee o\er pro- 
graming by the ratings. 

. Gov. LeRoy Collins, president of 
the NAB, has not retracted his warn- 
ing against rating? pronounced be- 
fore the NAB board of directors la*t 
month, but he has, significantly, re- 
frained from repeating it in sub- 
sequent speeches, lie said in Feb- 
ruary: "1 do not quarrel with the 
validity of these services, but 1 am 
shocked by their far-reaching influ- 
ence in the whole broadcasting indus- 
try. In effect, their reporting is de- 
termining in large measure not only 
what the American broadcasting diet 
will he. but also at what times the 
meals will be sened. And yet. NAB 
has no checkrein or over-see-status 
whatever oxer what the rater? do. or 
I how they do it. Broadcasting is. there- 
master of its own house, and does not 
even check bis health card." 

. Newton N. Mfnow. new chair- 
man of the FCC. has stated that rat- 
ings "are a proper area of concern 
for the FCC." He declared in his 
nomination hearing that the systems, 
because "lhc\ differed so widely — 
they can't all'be right. My feeling i> 
that they underestimate the Ameri- 

I can people." 
' • Charles K. Claggett. president of 
Gardner Advertising Co.. an agency 
that bills $16 million in television, 
has recently called ratings "those 
my sterious specters that haunt media. 

U clients and agencies alike. Cold, clini- 
cal stati.-tics that purport to anah/.e 
the listening market — at lea?t numer- 

I ieally — and can kill oil a program a- 
(leftly as a dyspeptic critic can mur- 
der a Broadway play ." 

The rating services themselves 
agreed that they would gladly answer 
to their accuracy, but that it was for 
the networks, agencies and stations to 
refute the impression that thev were 
; ruled by the numbers. 

A stumbling block to explaining 
their accuracy, the services said, was 
that most critics have little concept 
of how sampling works. It is a sci- 



Oliver Treyz, pres., ABC TV 

"Ratings are onl) one way of telling how suc- 
cessfully we arc achieving our objective. Hut 
to say that ratings "rule'' (us) i- to give lip- 
service to an injustice. A congress-man serves 
his constituents by learning what they want, by 
sampling public opinion in various ways — 
ors to Washington, through mail 
Hut he's "ruled" by nothing save 



isli 



thro 
and 

his conscience 




James Aubrey, pres., CBS TV 

"It should be understood that ratings are not 
our only guide. Value judgements concerning 
good taste and significance also guide our poli- 
cies. W e recognize that tv, regardless of rating-, 
must serve as an instrument of information and 
enlightenment. We are convinced that ratings 
are sufficiently accurate to justify the use we 
make of them'. We don't regard them as final: 
we use them as a gnidepo.-t." 



Lee Rich, Benton & Bowles 

"Accurate? On the basis of onr research de- 
partment's recommendations, we use ratings as 
an indication of a program's strength, of what 
it delivers. Our researchers .-ay they are pro- 
jet-table and accurate." said the v. p. and radio/tv 
program-media chief. "I ndne influence? Ma- 
larkey! There have been many in-lanccs where 
a show not highly rated >old merchandi-e 
was a siieecs.-. Hating> are onlv one tool." 



Walter Scott, v.p., NBC TV 

'"Popularity and our ratings are not the -ole 
criteria for judging a program. Many which 
attract a relatively -mall audience meet the de- 
mands of networks and sponsors and enjoy long 
run.-. The pre>ent ratings system- are . . . the 
best available guide to the number and kind- of 
people who watch. Often (i.e. new- special-) a 
program goes into the heart of the schedule that 
we know will be outrateil." 
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DO SUMMER RERUNS 
MAKE A GOOD BUY? 

^ Nielsen's latest major analysis of renins indicates 
that original and rerun shares of audience are similar 

^ Comparisons of originals and rerun in the areas 
of cost, frequency, program type and time are highlights 



lele, 

c... 



i as 1 



audie 
tribul 



Ih 



, In A. C. Melsei 
utives interested in comparison- 
films vs. originals in the areas of 
•hares, cost, frequency dis- 
prograni l>j)e and time of 
ight. will find much meat for 
the study. 
Essentially the findings of this an- 
lysis are similar to those- of \iel- 
en's |>ast summer rerun studies. 

Hut an outstanding feature of the 
tew analysis is the audience -ize and 
ost comparison I see accompanying 



chart I. This is due. mainly, to the 
restructuring of summer discounts In 
the networks in 1960. 

In all time periods the decrease in 
summer time charges under the latest 
network rate structures is greater 
than the audience loss in summer. 
Nielsen points out. 

It should also he remembered that 
the talent and production costs in- 
curred in airing reruns are usually 
much lower than the cost of the orig- 



If production 
• 10' f below 



■ost of the oria- 



SUMMER RERUN ANALYSIS - I960 

ORIGINAL VERSUS RERUN COMPARISON 

SHARE OF AUOIENCE BASIS 

338% . 32.5 



HERE is Nielsen's original vs. rerun share of audience comparison 
based on 57 programs showing 4% overall decline in summer. 
Winter-summer range: 56.2-15.1 during winter— 55.4-3.4 in summer. 
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How originals vs. reruns compare by program type 









No. 
Programs 


No. 
Episodes 


Original 
Winter T Cs 


Summer 
Reruns 


Percent 
Change 


ADVENTURE 


30 


Mins. 


2 


16 


22.9% 


24.0% 


4- 5% 


MYSTERY DRAMA 


30 


Mins. 


4 


40 


33.3 


34.1 


f 2 


MYSTERY DRAMA 


60 


Mins. 


5 


57 


34.1 


34.8 


+ 2 


ADVENTURE 


60 


Mins. 


2 


29 


30.6 


31.0 


4- 1 




SUSPENSE DRAMA 


30 


Mins. 


3 


31 


31.7 


31.0 


- 2 


COMEDY SITUATION 


30 


Mins. 


8 


88 


35.0 


33.6 


4 


EVENING WESTERN 


60 


Mins. 


7 


93 


38.6 


37.2 


- 4 


EVENING WESTERN 


30 


Mins. 


16 


170 


34.7 


32.6 


- 6 


GENERAL DRAMA 


30 


Mins. 


5 


61 


34.6 


31.0 


-10 



USING share of audience figures as basis of comparison Nielsen illustrates how reruns fared against origi- 
nals by type of program. The highest plus and minus scores summer vs. winter are only 15 points apart. 



ial telecast, then the total cost of 
ring the rerun will he at least 10', 
wer than the original and the re- 
in will represent as good a liny as 

the original on a cost per thousand 

basis, explains Nielsen. 

While the finding are l.ased on 

network shows. the\ are 
>plicahle to syndicated re- 



al highlights of the nnaKsis: 

• Rerun shares of audience aver 
age \' i below the original telecast 

• By program t>pe. average 
shares of the reruns range from 5', 
above to 10', below the ordinal. 

. The loss of share, rerun versus 



riginal telecast, is the same late 
\ filing as it is during earh and 

• Reruns deliver a substantial per- 
entage of homes that did not see 
riginal. 

In the area of frc<|uene\ di-triliu- 
tion of share differences, 
rerun vs. original telecast*. 
\ielse 
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hide the degree of varia- 
tion in the data averaged, 
the following distribution 
of *1W differences be- 
tween the original and the 
rerun provide a measure 
of the range hv which indi- 
vidual episodes gained a 

the rerun than on the 
original. 

While the Vielsen fig- 

and over' change for less 
than one percent of the 
total episodes, pin- and 
minus, ih,' majoritv of epi- 
sode- wen- affected hv a 



10', 



less chai 
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Reruns deliver a large number of homes that 
didn't see original, says Nielsen in new study 



16 WAYS 



share. For instance, 2.'!..Vv (if the 
episodes received from plus 0.1 'v to 
plus V.'V, share, while 26.!!', of 
the total episodes received from 
minus 0.1'; to minus ( ).9'i share. 

As illustrated In this, individual 
reruns can varv considerably above 
or below the original telecast. Niel- 
sen points out that this could he due 
to many factors such as change in 
competition; change in preceding or 
following program: weather: adver- 
tising repeat as result of good re- 
views of original telecast. 

In general, however, the frequency 
distribution confirms the fact that on 
the average there is a slight share 
loss. Nielsen concluded. 

The loss of share, rerun versus 
original telecast, appears to he the 
same during late evening as it is .lur- 
ing carl)' and prime" evening hours, 
according to the study. 

\gain on a share of audience 
basis, Nielsen found that for original 
winter telecasts shown before 10 
p.m.. the share was 'MUi f , ( based on 
:?() programs I while during summer 
it v\as :V2.2'/, . Bv the same token, 
winter telecasts shown after 10 p.m., 
had a 31.1 share, as compared to a 

27 programs). 

The difference in both instances is 

So far the sludv has shown that in 
terms of available audience, reruns 
do almost as well as originals. How- 
ever. Nielsen pointed out. the fact 

nored in view oHhe cost of tv adver- 
tising. Since the total volume of 

less than it is during the winter peak, 
equal shares will result in audiences 
.•SO',' smaller during the summer 
than in the winter, 'litis prompted 

count structures in 1%0. 

As mentioned above, under the 
new discount structures, the summer 
btrv is still liigl.lv cost cllicient. de- 
spite decrease in average audience 

Wilier area of question is wheth- 
er o. not renins arc capable of de- 



livering new audiences or do they 
onlv add frequency in homes already 
readied by the original telecast. To . 
determine this Nielsen compared the 
audience to one original and its re- 
run episode for five average-rated 
evening programs. 

While the results show that some 
of the homes which saw the rerun 
had viewed the original episode, the 
greater part of them (9.6^ of : 
1.1.8' f I had not. At least half of the 

the five cases studied, the lowest 
being 5.'!';. Although this example 
is obtained from only five cases. , 
Nielsen claims its conclusion has 
been verified in similar anal) ses. 

In concluding its analyses. Niel- 
sen stresses that "each case has to 
be judged on its own merits." How- 
ever the following general conclu- 
sions are drawn from the studv : 

. Reruns deliver onlv \"l less of 
the available audience" in summer 
than hi winter. 

• The) deliver from I.Vf to .'ST'? 
fewer homes because of lower levels 
of set usage in the summer (when 

• Over half the audience reached 
b) reruns (in the cases studied I is 

• Network time charges decrease 
more than program audiences dur- 
ing the summer. If production and 
talent costs decrease to the same ex- 
tent reruns are as cllicient as orig- 
inals on a cost per 1.000 basis. 

Nielsen's summer rerun studies 
are made annually, and don't always 
cover the same ground. Last v ear's 
studv. for instance, compared ' sum- 
mer rerun performance in relation 
to competitive environment. It dem- 
onstrated that shows facing the same 
competition during summer as dur- 

(lifTerent competition between Jnlv- 
\ug. mid Jaii.-Fcb. lost onlv 2', of 
the share. The,,- is a wide range in- 
volved in this computation. Nielsen 
pointed out that the number of 

nicr. but audience composition re- 
mained 'piett) well unchanged." & 



^ Here's a handy check list 
of hrighl ideas for those who 
may have fallen into a rut 

Don't let yourself get bogged down 
with monotonous straight announce- 
ments or jingles. There are literally 
hundreds of ways to sell creatively 



1PR0DUCT-IN-ACTI0N SOUND 
EFFECTS: Coffee comes to life 
in the percolator, as Maxwell 
House proved in its radio com- 
mercials. There are sounds relevant 
to just about every product, waiting 
to be employed as creative tools. 
Beyond the sound itself, how it's 
used can also make a big difference. 



f- CALL ON COMEDY STARS: For 

JJ b truly entertaining spots, you 
can use the guys whose job it 
is to be funny, such as Bob and Ray 
who've been quite active in this 
field. But don't let it fall flat; get 
real comedy material, either from 
the performer, if he writes, or from 
his writers. 



9 SPEED UPS — SLOW DOWNS: 
m Often you can capture atten- 
tion by tampering with the 
speed of sounds in radio commer- 
cials. If the "nutty squirls" could do 
so well on consumer phono rec- 
ords, why not in commercials? Cau- 
tion: take care that important words 
don't get garbled in the process. 



4 *\ PUBLICITY-HUNGRY 
^ J B STARS: No need to spend 
a fortune to enlist big 
names in your radio commercial 
cause. Check into which show busi- 
ness luminaries are a little short on 
work, and anxious to get back into 
the limelight. Chances are you can 
work out a satisfactory arrangement. 
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TO IMPROVE YOUR RADIO COPY 



rii radio. Those set down here are 
just a handful, hut thev are a start. 
From them you can hrauch out in 
man} directions all leading to im- 
proved qualitj. attention \alue and 
impact for jour radio message. The 
routine, run-of-the-mill commercial 
doesn't have much chance. It takes 
ingenuity to get past the defenses 



commercials that sound the same. It 
is hoped that this check li-l can help 
p. oxide the spark neede.l for com- 
mercials thai hreak the Iislcner re- 
sistance harrier. 

Or. as McCami-IIricksoii v.p. Joe 



Stone el 








Tso.ne.hing'a 


little dilTe 


cut to gel 


the co.nmeiei; 


1 ..IT its ta 


First, vol 


have to ope 
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malic shut-oir valve in the listener's 
eat. Follow that with a now har to 
keep the valve open. 

"Hit 'em where thej ain't." Stone 
advises. -Sing when evervone else U 
talking; talk when they're singing. 
And if \ou use music, make sure it's 
good music. It should sound like a 
consumer record, not like a com- 
mercial." ^ 



2 MIX 'EM UP: Experiment with 
m various combinations of jingle, 
dialogue, straight announce- 
ment, sound effects, music, etc., all 
in one commercial. Presented with 
this kind of variety, the listener is 
likely to be attentive, wondering 
what's coming next. The commercial 
can be a miniature show. 



6 VARIATIONS ON A THEME: 
. Once you hit on the magic 
jingle, don't be content to pre- 
sent it at one tempo, over and over. 
"Winston tastes good," gets every 
treatment from cool jazz to old 
fashioned waltz, as does Schaefer 
beer's "What do you hear in the 
best of circles?" 



REAL LIFE INTERVIEWS: 
m Questioning the man (or 
woman) in the street about 
your product can turn up the kind of 
praise which, captured on tape, can 
serve to activate the listening audi- 
ence. Inclusion of actual street 
noises in the sound tract helps to 
heighten the realism. 



•J n AUTHORITATIVE VOICE: Ra- 
A ■• dio listeners are accustomed 
to accepting the word of the 
commentators who bring them the 
news. That same voice — and the 
authority that goes with it — may be 
available for delivery of your sales 
message. Local and regional per- 
sonalities may be of use. 



3 SYMBOLIC CHARACTER: Have 
a a distinctive voice represent 
your product. If it's indigenous 
to a foreign country, such as spa- 
ghetti and macaroni, the voice can 
hold listener attention by speaking 
with an accent typical of that coun- 
try as does the venerable, Italianate 
"La Rosa Man." 



7 TIE IN WITH CURRENT 
. EVENTS: What's going on in 
the world that has everyone in- 
terested? Is there a world's heavy- 
weight championship fight in the 
works? Sign one of the fighters for 
your commercials, if the product 
lends itself to endorsement by a 
name from the world of sports. 



U ORCHESTRATE SOUND EF- 
m FECTS: For greater appeal 
to the listeners' imagination, 
let music simulate the sounds you're 
after in a commercial. You can estab- 
lish the real sound, and follow with 
the musical treatment. The tempo of 
the product sound can be effectively 
translated to music. 



jP USE A POPULAR OR 
15). STANDARD TUNE: If you 

can get the rights to a fa- 
miliar tune, you've taken a giant 
step toward bridging the gap be- 
tween entertainment and the com- 
mercial. A recent example of this 
approach is Pepsi, currently making 
hay with "Makin' Whooppee." 



4 TIE IN WITH STATIONS' FEA- 
m TURES: Integrate your com- 
mercials with the weather re- 
ports, time checks, musical styles, 
or even the call letters as in the 
case of Manischewitz wine's latest 
regional radio campaign. Any way 
you can sound less like an interrup- 
tion to regular programing helps. 



8 AD LIBS: For the height of 
m realism, why not let your 
spokesmen call it the way they 
see it? The French Government 
Tourist Bureau found actors Claude 
Dauphin and Louis Jordan most ar- 
ticulate and convincing given the 
freedom to speak of their country's 
advantages for radio airing. 



1 O USE REAL KIDS: Where dia- 
X£b lo gue from youngsters is in- 
dicated, you may reach the 
heights of realism— and charm— by 
giving the part to actual children 
rather than character actors. With 
editing, the little scene stealers have 
been known to come up with top- 
notch copy through ad lib. 



CHARACTER SWITCH: Play 
m a trick or two on the listen- 
ers now and then to perk 
up their attention. Try introducing 
one type of character, say a gentle 
housewife, and have her enter 
screaming at her husband; or have a 
prize fighter talk like Casper Milque- 
toast. 



10 



SPONSOR • 21 MARCH 1961 




FIRST TO touch Bermuda soil in Capital Cities 7th amujl 'Time Out for Timebuyers' 
junlet is BBDSO's Hope Martinez, followed by SPONSOR'S senior editor, Jane Pinlerton 



PITY THE 
POOR 

TIMEBUYER 

N o matter how you look at it. for 
the tiniebmer life is a rough go. 
Even thing'* again*! him. Even the 

Take, for example, the case of the 
250 unfortunates who. earlier this 
month, spent the day in Bermuda a? 
the guests of Capital Cities Broad- 
It was enough that in order to 
catch the « a.m. jet out of Idle-wild, 
they had to take leave of their heds 
at the undignified hour of ?ix. And. 
once ensconced in the plane, to fore- 
go the usual doughnut l or is it Dan- 
ish? ) and coffee for a champagne 
hieakfast. 

Bad enough, after the hour-and-a- 
half (light, to he forced to lay 
hare tender, winterized skins to a 
Bermuda sun. And. while looking 
over the isle, to he jolted along Hi- 
biscus and Bongainvillea lined roads 
in convertibles. 

Or to luncheon—/// Fresco— at 
Bermuda's Elbim Beach Surf Club, 
and later that evening, to wine and 
dine in the Club's formal dining 

Sad enough to be tempted -b\ the 
tantalizing bent of a steel combo— 
into *ubjectiii<i untried sacro-iliacs to 
the rigors laud related dangers I of 
a cha-cha. Those, that is.' not al- 
read\ damaged bv the lelentles* 
round of golf, water skiing, and 
swimmins into which the\ had been 
thrown all dnt Ions, bv their un- 
mindful hosts: Phil Bcuth. W'-TEN- 
VHOW. promotion manager: \V- 
TEX-W'KOW. Albam. 'manager 
Thomas S. Mnrpln: Robert Decide*. 
WHOW manager: Joseph Dougherty. 
\\TK()-T\ . l'.ovidcuce. U. f. man- 
ager: Daniel Wciuig. WTRO -man- 
ager: and WTVD. ' Durham, man- 
ager Fhml Fletche. Fiank Martin 
and Jim Bichaids of Blair. lVtry's 



ID 
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NBC TV ADDS A NEW ANSWER 



^ The extent of daytime viewer attentiveness has heen 
a hot research topic for as long as video has existed 

^ The latest study, by NBC, gives daytime personalities 
the nod for both getting and holding viewer attention 

NBC Personality vs. Non- Personality Competitors 

PERSONALITY 

OMMERCIALS.. % of viewers who selected each statement advantage 



pleasant, 




1 have tried 
products on show 



^■92% +5% 

■ 88% 

+10% 
+21% 



THIS CHART indicates how viewers 
alify questions. The most significant n 



iponded to "attitude toward personality vs. i 
gin, plus 21%, is for "I have tried product 



NliC TV, which i> making liny 
these day* with a study on the effec- 
tiveness of daytime tv personalities, 
has. in the process, added another 
Imnk of research evidence that day- 
time viewing is more attentive than 
eommonlv realized. The question of 
how attentive da j time viewers really 
are has heen bothering advertisers 
for main \ears. and has heen the 
subject o'f much research in the past 
I see accompany ing box). 

\mong the highlights of the new 
MiC study is a comparison of view- 
er attentiveness and reaction to cum. 



sonality shows, a 21' J advantage for 
personality programs. 

Although differences in many of 
the above cases were not great. NBC 
apparently feels the)' are significant. 

The study- is based on 1,000 per- 
sonal interviews with housewives 
during October 1960. It was con- 
ducted for NBC by O'Brien-Sher- 
wood Associates, independent market 
researchers, in 20 U. S. markets. The 
research covered 16 shows on all 
three networks, including NBC pro- 
grams featuring personalities plus 
competing programs on other net- 
works. 

Among the respondents, more peo- 
ple found master-of-ceremonies (per- 
sonalities') commercials "reliable, 
friendly, sincere, sensible, honest and 
straightforward" than they did film 
commercials. Film commercials, 
however, scored best as "'colorful, 
action-filled, informative, impressive, 
eomplete. appealing, useful and inter- 
esting." 

According to the network. NBC 
dav time personalities were rated 
highly by their viewers not only for 
their 'friendliness and ability to 'com- 
municate simply and agreeably but. 
also, for giving useful product infor- 



mcreials delivered on personality and plied this 



• While 71 ', said that commer- 
cials on dav time personality shows 
arc nsuallv honest and accurate and 
have their confidence and trust, only 
67' rated non-personalitv show 
commercials thus. 

• While 67',' felt that personality 
show commercials engage their at- 
tention and hold their interest. 61 ', 
felt this to be true for commercials 
on non-personalitv shows. 

• While 65'; thought that person- 
ality-delivered commercials, provide 
them with main facts and ideas that 

helpful and beneficial. 61 ', ap- 



non pcrsonalitv sho\ 



•ompetitiv e non-pe 



highlights of these 
lated that advertis- 



coinparisoiis: 
. While 75 
ing on personality shows tells them 
about down-to-earth matters in a sim- 
ple, plani-spoken way. 72', felt the 
same wav about non-personality show 
commercials. 



alitv shows. 

. While 5i! r ; of daytime person- 
ality show viewers indicated that 

vated thein to purchase advertised 
products, stating "1 have tried prod- 
ucts thev told' me about on this 
show." only were similarly mo- 

tivated bv commercials on noii-per- 



Of the 



agreeabh 
hold their 
job tellin; 

• 71 r ; 

infonnath 
. 5.V, 
them on 
mended. 
The sti 

product I 
his peso 
0"BnVii-S 
preferenc 
this projt 



housewives surveyed, ac- 
) the research bulletin: 

described the personality 
cd as friendly. 

found him a credit to his 

said he talks in a simple, 
manner. 

claimed he knows how to 
t interest. 

thought he does a good 
; about products, 
felt he gives them helpful 

reported he often sold 
recoin- 



he 



idy also tested the question 
rich a personalia adds to a 
ic advertises, "by virtue of 
mil association."' For this, 
herwood used a "consumer 
c"' technique, developed for 
■el. This is how it worked. 
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TO AN OLD CLIENT QUESTION 



People were shown a drawing <»f two 
cans of soup — eacli carrying; a dif- 
ferent and fictitious brand name, a? 
well as different product claims. One 
can. the Tasty brand, carried the line 
"von heard about it from Hill Cul- 
ler.." (star of NBC's The Trice Is 
Right) while the other can. the Su- 
preme brand had a line that read 
")ou heard about it on / Love Lucy 
(CHS TV da } time reruns). 

People were then asked to indicate 
their preference for either of the two 

liability, better buy. better product, 
made by a better company, and 
choice of most people. 

The same technique was used in 
this study for four other contiiiuinsr 
NBC da j time personalities and Un- 
competitive non-personality program:; 
scheduled opposite them. A different 
product was used in each case: cold 
cream, toothpaste, cleanser and 
bleach. 

NBC further explains the method 
used as follows: 

To control for brand name and 
product claims biases, two sets of 
cards were used. While brand and 
product claims remained the same in 
both sets, the personality and noil- 
personality associations were re- 
versed in the second set. Thus, for 
example while Tasty canned soup 
carried the Bill Cullen recommenda- 
tion in the first set. it carried the / 
Love Lucy recommendation in the 
second set. The sets were alternated 
from one interview to the next. 

Wow did this come out? In terms 
of overall favorability. products as- 
sociated with davtime personalities 
were favored by 57 r ,' of the house- 
wives in the sample. Conversely. onl\ 
13' ( ' of the housewives indicated 
preference for products endorsed In 
non-personality shows. Daxtime per- 
sonalities thus scored a 33' f "Per- 
sonality Plus" over non-personality 
shows. This advantage increased to 
123'? among those familiar with 
these personalities through viewing 
their shows. This "Personality Plus- 
was supported in each of the five 
master-of-ceremonies vs. competition 
\TIease turn to page 57 I 



These are some highlights of past key 
studies on daytime viewer attentiveness 

1952— Procter & Gamble 

"THERE IS virtually no difference in the attention women give to the set day 
or night; therefore, it is possible to compare day and night ratings directly 
without worrying about adjustment for loss of attention," Procter & Gamble's 
media department concluded from a 56,000-interview telephone coincidental 
study conducted for them by A. C. Nielsen, close to 10 years ago. 



1953— CBS 

"IN HOMES with sets-in-use between 9 a.m. and 5 p.m., someone was watch- 
ing the set in 96% of the homes," was a conclusion of a "mammoth Nielsen 
study" for CBS involving 67,785 coincidental phone calls. "Considering the 
women only, seven times as many housewives were watching as were 'just 
listening,' and for programs with adult appeal this ratio was much higher." 



1955— Ohio State 

"OUT OF EVERY ten housewife listeners to daytime tv, only three are actu- 
ally seated in the room with the tv set, and presumably giving all or most of 
their attention to the visual materials presented on the tv screen," Ohio 
State concluded from 4,779 completed calls in Columbus. "Another three 
out of 10 in the same room with the tv were doing something else as well." 



1955 — Daniel Starch Associates 

"WHAT PERCENT of viewers of a program recall each commercial and what 
sales points do they recall?" was a question in the Starch survey known as 
"What's Wrong with the Ohio State Viewer Activity Study?" It found that 
67.7% recall dayime commercials, over 61% recalling nighttime commercials, 
and 51.3% recall sales points on daytime as compared to 32.1% at night. 



1956— ARB 

"IN COMPARING the percentage of tv "sets turned on" and of "attentively 
viewed sets" (that is, sets where someone was actually watching," ARB dis- 
covered that nine times out of 10 someone was actually watching the pro- 
gram when the set was on during daytime. Using percentages, 13.5% of sets 
were in use with 12.4% viewers watching attentively, for 92% attention. 



1956 — NBC 

DURING THE AFTERNOON (12-5 p.m.) the housewife was watching in three 
cut of four homese using tv, NBC found in a Nielsen study. "However, dur- 
ing the average hour, in homes tuned to local shows, the housewife was 
watching in only 50% of the cases, and in homes tuned to network shows, 
the housewife was watching in 91% of the cases," concluded the network. 
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CLEVELAND builder Al Mars, 
Radio's daily weather show spon: 



^sident of Alvin Homes there, points out features of a plot display to John Cameron Swayze, 
d by Lennox. Swayie's in town to plug Alvin as part of package offered for installing Lennox h, 



m.c. of ABC 



FURNACE WITH A PERSONALITY 



^ Lennox firm sells over 4,000 units in early slaves 
of ABC Radio weather show, merchandising package 

^ Dealers tie in via purchase of 30-seeoml tag; hig 
hnildcrs who huy equipment gel Swayze in person 



A nc, 
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John Cum 
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mid strike 


hma. i 


liiialed the fivsl air media 


with 




pnn ide 


lie-in, for 




ni ils hist.. ry. and two gigan- 


Hie 


.()()()' local 


lealeis wl 


o bring in 




(over i.O(K) units 1 pins a 


the 




1 neu Ik 




couple' 


esser victories are on the 










books 


ill directh uttrihutahle to 


,-in 


le. 
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II this, ph 





ronient related to the product, in 
ABC's newly created national readi- 
er show, and assigned it one-third of 
their formcrh all print budget. The 
five-minute program runs Monda\ 
through Frida) 'if.: 10 p.m. EST I . I 
includes an opening billboard, a our] 
minute national commercial de- 
livered In S\va\ze„ and a 30-seeonl 
local segment, half weather, half 
a\ailahle for a dealer spot. The orig- 
inal contract calls for II week*. 

The Lennox-Swa w.e merchandis- 
ing package picks up where the na- 
tional broadcasts and dealer spots 
lea\e olT. lb. me builders are offered 
Swajze-eenlered billboards, trad 
brochures, and card-board cut-outs 
for displin in their model homes as 
part of the deal when the* utilize 
Lennox equipment. Hig builders get 
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Swavze himself for personal appear- 
ance's ami. if fea.il. le. a remote 
broadcast of the weather .-how from 
one of their model homes. Builders 
who sign with Lennox also have ae- 
eess to radio s|)ols enl for ihein l>\ 
Swayze which the\ ean ]>lace at their 
discretion. 

Charier participant in the new 
package was \hin Homes of Cleve- 
land, one of the nation'* largest build- 
ers. Swavze put in a full da\ in 
Cleveland' (!! Kehruarv ) . on I.ehalf 
of Mvin not Lennox, though he had 
occasion to mention Lennox from 
time to time. There was a barrage of 
radio. Iv and pres.- interviews, in all 
of which he was a-ked what he was 
doing in Cleveland, ami he told them. 

Swavze's Cleveland day climaxed 
with the AUG weather show broad- 
casl. which he relayed to the network 
directly from an Ah in model home. 
In the course of Ins program. Swayzc 
mentioned the site of origination, 
which national puhlicitv mav not 
have heen direelK beneficial outside 
of Cleveland, hut didn't hurl the 
builder's ego any While in Cleve- 
land. Swayzc cut a series of e.t.'s for 
Ah in Homes, to insert into its sub- 
stantial radio schedule. 

The Lennox-Sw av ze road company 
next plaved Las Vegas whore an- 
other large builder. Maslow Con- 
struction Cor])., purchased the pack- 
age. While no broadcast was in- 
volved because it took place on a 
Saturday 1 18 March I . Swavze spread 
himself over a series of pros, radio 
and tv interviews, plus talks with 
visitors to the site of the homes. Ili- 
interviews with prospect i\c buyers 
were taped for use In Maslow in il- 
radio commercials. 'Hie builder got 
some national puhlicitv when Swavze 
(described his Las Vegas experience 
on the network show the follow inn 
Monday. 

In assessing the value of the net- 
work show, and concomitant bene- 
fits. Lennox ad manager Cal Florcn 
had this to say: '"Our entry into net- 
work radio has caused more enthusi- 
asm among the Lennox organization 
than any other of its national adver- 
tising venture-. N'ever before have 
Lennox- dealer* had such an ideal op- 
portunity to tic in directly with the 
national advertising effort of the 
company." Floren relates. "Not only 
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i- a message going out to million- of 
listener- for Lennox, but our dealer- 
are spending an etpial or greater 
amount to tie in and promote Len- 
nox." he points out. 

The program is carried by 2.'?0 
\HC stations, and in the bulk of the 
markets Lennox dealers have pur- 
( based the 30-secoml tag. according 
lo Don Carter, senior v.p. at the Mid- 
dle Co. Savs Carter. "On the basis of 
early results, the project looks like a 
monumental success. Substantial 
builder sales in several key markets 



can deun itch be t.aced to the pro- 
gram and merchandising package 
we're offering." 

Lennox dealer- 1km e ac e- lo per- 
-onalized radio commercial- cut for 
them bv Swavze. both for the I.V 
second tag to the network -how and 
a separate -eric- of 2C fne-minute 
program- known a- the Sittiyzc We- 
html;. The \olcbool. con-i-l- of amc 
dote- gathered by Swavze. The deal- 
er line- up station and time -lot for 
the programs a- he sec- fit. lie u- 



Here's the Lennox Industries sales team 

CAL FLOREN is advertising manager J 
of Lennox Industries. Marshall/own. Intra. He 
reports the organization is more enthusiastic 
about the network radio slioir and merchan- 
dising package than it has been orer any 
previous national advertising effort. Floren 
calls it the best opportunity for dealer tie-in 
thus far. Lennox moved one-third of its for- 
merly all-print advertising budget into radio. 



DON CARTER is senior vice president 
at the Riddle Co.. lllooniington. III., which 
services the Lennox account. Carter reports 
that soon after the weather program started 
there were dealer tie-ins on well over half of 
the 230 I BC stations carrying it. And he feels 
that substantial sales already can be credited 
to the program and merchandising package 
developed to supplement it. 




JOHN CAMERON SWAYZ E has a 

large role in this operation consisting of Len- 
nox commercials on his weather shoiv and per- 
sonal appearances on behalf of large home 
builders who install the Lennox e</uipincnt. 
He also cuts personalized radio commercials 
for participating builders to use in their own 
radio commercials. Lennox dealers also hare 
the benefit of the Swayze voice for their spots. 




With growing adolescent purchasing power, SPONSOR ASKS: 



How can advertisers best sell 

to the teenage market? 



Stanley Newman, media director, 
Richard K, Mwwff Inc., Xew York 
\l my mother's knee, or there- 
about*. I learned that the fir-t rule 
of advertising is to tell your audience 
something of interest to them. In 



product. Becau 



S[>eak to teen 
in terms of his 
own needs, and 
in his own 
language, anil 
style 



that one statement is the essence of 
how to sell the teenage market. Pick 
a medium to speak to teenagers, and 
tell them something of interest to 

The teenage market today is a broad 
group consisting of o\ er If! million 
\oung Americans. While the) are 
differentiated hv numerous racial, so- 
cial, geographic and economic differ- 
ences within the market, they have in 

The population group is impor- 
tant to virtually every manufac- 
turer who wishes to establish brand 
preferences early in the individual's 
hii) ing career. The teenage group 
is of particular interest to those 
manufacturers whose products ap- 
peal to the uni(|ue characteristics () f 
teenagers their penchant for party- 
giving and partv -going: their self 
consciousness and seiisilivitv about 
appearance: the need for special skin 



To sell a product to this particular 
larket, an advertiser should follow 
principles of selling any market 
nip. and -peak to the teenager 
in his own medium. 2) in terms 



of his . 



In 



needs, and At in his own 
r style. 

ears ago. our client. The 
pe Juice Coinpauv. Inc.. 
enter the soft drink field 
l-carhonated grape drink 
n a can. We Mieved thai 
• market represented one 
t opportunities for this 



believe that 
television is the most dynamic and 
exciting >elling medium available to 
a package goods advertiser today, we 
looked first to this medium for our 
teenage vehicle. I sing a top net- 
work show and personality popular 
with the teens, we built our cam- 
paign accordingly. We sought to pre- 
sent our selling theme by employing 
the very elements that made the show 
attractive to this age group. First, 
the appeal and salesmanship of the 
personality. Second, a series of 
musical commercials featuring jazz 
themes, with dancing and band in- 
struments highlighting the visual 
presentation. 

To mass sell — i.e. advertise— to 
teenagers or any other particular 
market group, speak directly to that 
group. Tins means 1 ') to use the best 
possible vehicle for presenting your 
product to that specific group. 2) to 
lake a .-oiling proposition which will 
have particular meaning for that 
group, and 15) to package this selling 
proposition in the most appealing 
possible manner.^ 

Dick Clark, host, American Handstand, 
AKC TV, \eic York 
Advertisers must understand, first 
of all. that teenagers are not "kid-." 
Thev are young people with special 
problems. When you talk to them, 
you must speak in terms of their 
lives and experience. Don't tell a 
teenager about the miseries of a 
cold: he knows all about that. Rath- 
er, remind him that he's likely to 
miss out on dales if he doesn't do 
something about his cold. 

ceiniiig people. They'll soon learn 

product on them. If Krispv -Ki unchie.- 
aren'l as good as voiir commercials 
sav thev are. von haven't merelv lost 
a customer, vou've made an enemy 
for life. Teenagers have impression- 
able minds, and freqiicutlv impres- 
sions are indelible. 

^ on can't talk down to you up peo- 



ple. Their vocabularies and span of 
concentration are often greater than 
those of their elders. You're not sell- 
ing to children, and the "have 
mummy buy this for you" approach 
is ridiculous. i ou are addressing 
young men and women who are keen- 
ly aware that thev live in the space 
age and who represent a nine billion 
dollar annual market. 

Finally, we understand that teen- 
agers are a wonderfully loyal audi- 
ence. If they like you. they'll stay 
with you forever. 

What many sponsors fail to realize 
and I've had manv a hassle with 
ageney men about this — is that the 
teen market is not really a homo- 

of male and female individuals whose 
ages range from 13 to 19. Their in- 
telligence and needs vary as w idely as 
any cross-section of the American 
public. There are boys who shave, 
and those v\ho as yet do not. There 
are girls who have trouble warding 
off suitors, and girls who are wall- 
(lowers. Some are literally on the 
verge of getting married, while 
others are just going out on their first 
date. There are college sophomores 
and eighth grade pupils. 

When trying to reach the teenage 
market, vou niizht remember as a 




nle of thumb that v 
nth discerning young adult: 
a) problems and as 
lifferent tastes as vou and I. 



[baling 



liax 



Frank Bartle, advertising manager, 
t'ermneel. Dir. of Johnson & Johnson. 
Wm ttmnsHick. \. J. 
No matter how foudh we remem- 
ber the ebns when we were all teen- 
agers and covet our mc.norv of them. 
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took 



problems and frustrations. They 
nuking the transition from earef 
lependence to responsible indepe 




is pr 



young people, 1 he- 
great ])ains to seareli 



llus-e fact: 



and lodav it 
eull than eve 
That is nil 
lieve. take »w 
out fun. The 
parties, in dance: 
wearing apparel, 
speeial interest lo an ; 
ing to reach the teen 
Lei me illustrate w 

this youthful quest for fun which 
erealed a whole new market for one 
of our products. Boudex hot-iron 
patches. The youngsters themselves. 



market. 



this product and de\ eloped a brand 
new use for it. 

For wars, liondex patches were 
used lo'l.ide rips and holes in doth- 
ing. Then the teenagers discovered 
them. They found that, with this 
product, they could iron on medals, 
initials and just about anything else 
thev wanted. 

Girls used the patches as a ready, 
do-it-yourself fashion item, hoys as 
a fad thev could latch on to. And 
we uncovered a market we nner 
would have dreamed of several years 

Hut how to capitalize on this mar- 
ket? We pondered the problem over 
many a hoard meeting, and finally 
came up with what we believed was a 
sound general approach to the prob- 
lem. Take advantage of the teenage 
natural desire for do-it-yourself fun, 
and make a direct appeal to it. The 
approach was obvious]; a good one 
because it worked, and it's one I 
would heartily recommend to other 



In 



print -we showed pictures of 
girls having a wonderful lime 



tides of clothing... jackets, sweaters, 
blue jeait-. sweat shirts and even 
shoes. Everything was given a fes- 

On' television, we carried through 
the theme. \n extensive campaign 



thr 
X Kubica 
the fine I 



•l's agency. Young 
about and >l.„vve.l 
.\s a „«| girl- could 
have with these patches. 

In addition to stressing the fun in 
using our product, we also took ad- 
vantage of the bandwagon spirit. 



like I 



lifv 



vith t 



. that 



new and that belong I thev feel I ex- 
clusively to themselves. Remember, 
these youngsters feel misunderstood 
by adults, and frequently they are 
right. So when a product comes 
along which i- their product, busi- 
ness is certain to flourish. Such was 
the case with Bond ex. 

In summing up. it behooves manu- 
facturers to remember the teen ager's 
desire for fun, his wMi to identify 
with something his very own and 



Acceptance 



/ 



Monday-Friday Quarter-Hour 
leadership — 7 p.m. - 1 I p.m. 
(Homes Reached) 
ARB % 
WFIA-TV 50 62.5% 
Stotion "8" 30 37.5% 




When people watch television mast, week- 
nights, 7 p.m. - 1 1 p.m., the November 1960 
ARB shows WFLA-TV leads in 50 out of 80 
quarter-hour segments! 

In addition, the same ARB indicates four 
of the lop five syndicated programs are an 
WFLA-TV. December 1960 NS1 agrees! 



Ckatmei 8 



NATIONAL REPRESENTATIVES, BLAIR TV 



TAMPA - ST PETERSBURG ^^^^^ 
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WE'RE 
FIRST 
WHERE 
SECONDS 
COUNT 



Some seconds count for more than others. An average 
commercial minute on the CBS Radio Network during 
1960 drew 28 per cent more homes than on the second 
network. .. 117 per cent more homes than on the third 
network. ..120 per cent more homes than on the fourth! 
And this year, with a new expanded program schedule — 
more news, information, special features and sports, 
plus the most popular personalities on any network — 
you can count on CBS Radio for even bigger audiences. 
In all network radio — whether your commercial is 30 
seconds in one show oryou buy a saturation campaign — 
every second counts most on 



THE CBS 
RADIO 
NETWORK 



RADIO 
BASICS 

AM & FM 

You'll find comprehensive 
data on in and out of home 
listening, SPOT and network 
trends, set production, sea- 
sonal changes, hour by hour 
patterns and the unique and 
growing auto audience. 




It should be on every desk 
of every one in your shop 
who is in any way involved 
in the purchase of radio 
time. They're so reason- 
ably priced you just can't 
afford to be without them. 




1 to 10 40 cents each 

10 to 50 30 cents each 

50 to 100 25 cents each 

100 to 500 20 cents each 

500 or more 15 cents each 



SPONSOR READER SERVICE . radio 




40 E. 49th Street, N.Y. 17, N.Y. J 

I NAME | 

J FIRM 1 

| ADDRESS . 

I QUANTITY I 

L J 



National and regional buyd 
in work now or recently completed 

- ' SPOT BUYS 

TV BUYS 

P. Lorillard Co., Nt-v York: New activity on Old Gold Filter ciga- 
rettes with schedules starting 3 April in a large number of top 
markets. Prime 1.1). 's and fringe night minutes are placed for 13 
weeks, around six spots per week per market. Buyers: Betty Xasse 
and Irene Levy, Agency: 

Procter & Gamble Co., Cincinnati: Xew schedules for Mr. Clean 
begin 4 April in about 50 markets. Placements are for 52 weeks 
with fringe night minutes being used, up to six per week per market. 
Buyer: Annette Malpede. Agency : Grey Advertising, Xew York. 
Continental Casualty Co., Chicago: Two-week campaign to reach 
men and women over 65 starts 5 April. Day and late night minutes 
and 1.1). 's arc set in 15 markets. Buyer: \udrey Thoreliu*. \genryr 
George II. Ha.tman Co., Chicago. 

International Latex Corp., Xew York: About 10 top markets will 
get Playtex schedules early next month. Moderate frequencies of 
night minutes have been set. Buyer: Greg Sullivan. Agency: Ted 
Bates & Co.. Xew York. 

Minute Maid Corp., Orlando. Fla.: Start dates for Snow Crop cam- 
paign, running eight to 12 weeks, in a market, are 20 March, 10. 17 
and 24 April, I and 22 May, to total about 60 markets. The 1 May 
starts will be S-C introductory schedules for Minneapolis. Kansas 
City. Tnlsa. \Yirh\ta. Demer. Sioux City. !)es Moines, and the Quad 
Cities; 22 May new for Chicago. Cincinnati, Dayton, Detroit. Wash- 
ington I). C, and Baltimore. About 1E> spots per week per market 
are used, day and night minutes. 20's and I.D.'s. Bujer: Beryl Seiden- 
berg. Agency: Kastor. Hilton, Cheskn , CliiTonl & Uher'ton, Inc., 
Xew York. 

RADIO BUYS 

General Foods Corp., Jell-0 Div., White Plains. \. Y.: Campaign 
for D-Zerta begins early .April in about 25 top markets. Schedules 
are for minutes in w omen s appeal programs. Bmer: Peter Scott. 
Agency : Foote. Cone & Belding. Xew York. 

Henri's Food Products Co., Inc., Milwaukee: Thirteen-week sched- 
ules for ils salad dressings begin mid-April. About 30 markets \s'M 
get day minutes, with saturation schedules, one station per markets 
in Illinois. Wisconsin. Indiana, and Michigan. Agency: W. B. Doncfl 
& Co., Milwaukee. 

Quaker State Refining Corp., Oil City. I'a.: Summer campaign for 
its motor oils starts late May in about 75 markets. Two stations in 
a market will be bought, one coverage station and one based oB| 
highest Metro I'nlse rating using six morning traffic minutes p«"l 
station per week. Buyer: Lucy Keiwin. Agency : Kenyon & Fekhardtl 
Inc.. New York. 




;;<t 
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Why WAVY-TV bought 
Warner's "Films of the 50's" 

* 

"We 
bet 



Says J. Glen Taylor 



"We bought the Seven Arts Warner pictures 
jecause they balance out our feature library, 
need 



J. Glen Taylor 

president, Tidewater Teleradio, Inc. 
WAVY-TV Norfolk, Portsmouth. Newport News, Va. 



number of viewers 
on the climb 



idewater, Virginia, America s 27tn tabt grow 
ing market. This package of 'Films from the 
Fabulous 50's' will do the job!" 




Warner's Films of the 50's... 
Money makers of the 60's 





SEVEN ARTS 




ASSOCIATED 




CORP. 



NEW YORK: 270 Park Avenue • YUkon 6 1717 
CHICAGO: 8922-D La Crosse. Skokie. Ill • OR 4-5105 
DALLAS : 5641 Charlestown Drive • ADams 9-2855 
BEVERLY HILLS: 232 Reeves Drive • GRanite 61564 



ist of TV stations programm ng 
Films of the 50 s see Pag* 
SRDS (Spot TV Rates and D*:«) 



RADIO BASICS/APRIL 



Facts & figures about radio today 

1. CURRENT RADIO DIMENSIONS 



Radio homes index 
1960 1959 




Radio station index 



End of February 1961 



138 I ;>96 I 
I 201 I 76 I 



Radio set index 



End of February 1960 

.3.162 I 79 I 58.3 
696 I 152 I 78 



Radio set sales index 




Set ^ 


1960 


1959 




106,007,095 


98,300,000 




40,387,449 


37,900,000 


Public 
Places 


10,000,000* 


10,000,000* 


Totol 


156,394,544 


146,200,000 



Type 


Ian 1961 Ian. 1960 


12 months 
1960 


12 months 
1959 




580,680 


80.3,388 


10,705,128 


8.897.451 




387,1.36 


632.461 


6,4.32,212 


5.555,155 


Total 


967.816 


1,1.35.819 


17,137,340 


14,452,606 














2. CURRENT PRODUCTION PATTERNS 

U. S. fm radio set production by months, 1960 

111,745 

No. of units 96,087 



105,317 



78,556 



71,125 



88,596 



Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec. 




On a Sil 

lelp yourself to the best the West has to offer, 
'or the first time - it's yours on a silver platter. / 
^BC Radio West— combining these great networks 
-ABC Pacific, Intermountain and Arizona-cover- 
ng ten Western states with 104 radio stations. 
*o\vthis completely new radio network is ready to 
elp you serve 26,000.000 people who make up the ? 
astest growing region in the United States. 
Western families are growing faster — spending 
lore money for more products - fast becoming 
he most prosperous marketing area in the country. 



r Platter 

Now ABC Radio West offers every national adver- 
tiser — every Western regional advertiser the kind 
of programming that westerners listen to and 
enjoy. Western favorites such as Frank Hemniing- 
way and Cliff Engle. Along with News, Weather 
& Sports, presented in the West by the West, for 
the West. 

So have one, one great new Western Network — one 
more great new advantage for vou with ABC Radio 

ABCRadioWest"*^— * 



Why sun yourself only 
at the water's edge? 

. . . when ^C^T television in Jacksonville puts you in 

the swim of booming business in the entire Northeast 
Florida South Georgia region. An effective advertising effort requires 

the coverage only WJXT offers: 65 vs. 39 counties in the market 
as a whole! With 20 of the top 25 rated programs and thundering 
leads in homes delivered according to Nielsen, WJXT consistently 

delivers more viewers, more coverage, more opportunities to dip 
into a prime market! 



WJXT 

JACKSONVILLE, FLORIDA 

Represented by CBS Television Spot Sales 



Operated by The Washington Post Broadcast Division: 
^fJ^^^hanneH^JacksoT^ 



RATINGS 

{Continued from page 06 I 

"As sellers of time, we cannot af- 
ford to be unaware of the survey 1.) 
which a timebuycr evaluates our sub- 
missions. It would he of little value 
if we submitted a schedule showing 
\ielsen ratings to an agency buyer 
who used onl) A KB. There is a sec- 
ond benefit for all advertisers and 
stations, however, in maintaining at 
least two strong rating services . . . 
namely, that competition spurs im- 
provement in research techni<|ues. 

"Most usually ,"' she continued, "the 
criticism of ratings hinge'- upon tin 
subject of sample size. Ibis criticism 
most generally originates with people 
ha\ing only a casual acquaintance 
with research techniques, who trans- 
late size of sample into a measure of 
aceurac) . 

"The requirements of a sample arc 
usually determined by the scope and 
complexity of the measurement prob- 
lem, the measurement technique to 
be used, and the quantification needs 
in regard to the findings."' she ex- 
plained. "It just so happens that 
through the healthy competition in 
the research sen ices, we have a fair- 
ly good demonstration of how well a 
small sample can function. 

"In Xew York, two rival research 
companies (\iclsen and ARB) are 
measuring t\ timing in homes via 
very similar methods (electronic set 
tuning reported to a central source). 
Both companies selected represents- 
the home samples of similar size 
I Vclsen 22.3: \UB 203*. Both serv- 
ices report similar findings." 

Mrs. McKenna also "tackled the 
question of whether stations allow 
ratings to unduly influence their 

programs ( pi ograms' created by Met- 
ropolitan), we have achieved ratings 
with totally untried formats. When 
we produced and scheduled these pro- 
grams, we had no foreknow ledge and 
could not estimate what we might 
achieve in terms of ratings. We pre- 
sented tl.es.' programs because we fell 
they were worthwhile. 

"Some of them I Remember Vs. 
llnllfiiiht, Xervous Tension) achieved 
spectacular ratings.' - she said. "Others 
{Chun-Mil. Chopin) achieved re- 
spectable ratings. We Inn e been 
scheduling An Ape of kings, a chron- 
ological picscntation of Shakespeare's 
historical pla\s (produced bv the 
BBC). We purchased this series with 



no idea of what the ratings might 
be. but knew that it constituted good 
lele\ision. 

"Standard Oil (Xew Jersey) had 
similar sentiments and is sponsoring 
this series on our stations in Xew 
York and Washington. Some of the 
plays in the scries have achieved ex- 
cellent ratings. But in this case, the 
play, not the rating, was the thing. '" 

Following are the statements to 
sI'OiNsors by the i epresentativ es of the 
major television networks: 

Oliver Treyz, president. A l>C TV: 
"Hatings arc an indication- one of 
several- -of public acceptance of a 
network's programing and of com- 
petitive strength. But to sa\ that 
ratings rule - the networks is to give 
lip-sen ice to an injustice. 

"Members of the nation's Congress 
pa\ close attention to public opin- 

through personal visits borne, 
through visitois to Washington, 
through mail and through surveys. 

b) learning what they want— but that 
doesn't mean a legislator is ruled' by 
anyone or anything save his con- 

the people. We serve by bringing 
. . . entertainment programs . . . into 
the nation's homes . . . with fast, ac- 
curate news reports: with live cover- 
age of important events; with de- 
tailed, perceptive documentaries — 
such as the award-winning Hell & 
llwvell Close- 1 'p! scries: bv expand- 
ing sports coverage. . . . And we 

"It never 'has" been a secret that at 
ABC TV we always consider the pub- 
lie's desire first in our programing. 
The rapid and solid growth of the 
network has proved the soundness of 
this philosophv. Hut ratings are onlv 
one wav of telling how successfully 
we are achieving our objective. An- 
other wav we "fed the public pulse" 
is through the managers of our more 
than 200 alliliates. leaders in their 
communities who are in close touch 
with the people who control the tv 
dials. .Mail, telephone response and 
word of mouth comment also aid us 
in evaluating the effect of our sched- 
ule. 

"If we at ABC TV are 'ruled' by 
any one thing, it is by our desire to 
provide viewers with top quality pro- 
graming, whether it be in the area of 



entertainment, news or public af- 
fairs. - ' 

James T. Aubrey Jr., president. 
CBS 77 : "Two basic questions arise 
in any critique of the rating system. 
The first concerns accuracy. Th 
second concerns the use of ratings. 

"With regard to accuracy, it 
should be made clear that we con- 
tinuously evaluate and re-evaluate 
the methods by which ratings are ob- 
tained, and on the basis of this eval- 
uation we are conv inced that ratings 
are sufficiently accurate to justify the 
use we make of them. 

" We are equally convinced that the 
way we use ratings is, in essence, 
satisfactory. To operate a medium 
of mass communications effectively, 
it is obviously of the utmost impor- 
tance to know what people watch and 
what they don't watch. This essen- 
tially is the information we glean 
from rating services. We don't regard 
them as final or fool-proof. We use 
them as a guidepost. 

"However, it should be understood 
that ratings are not our only guide. 
Value judgements concerning good 
taste and significance also play an 
important role in guiding our poli- 
cies. We recognize that television, 
regardless of ratings, must serve as 
an instrument of information and 
enlightenment. We also recognize th< 
need to maintain a balanced program 
schedule. 

"Finally, we feel that it is our re- 
sponsibility as broadcasters to pre 
sent programs that help to advance 
the general level of public taste. Al. 
of these factors play an important 
part in our thinking and planning 
along with our use of the rating sys 
tern."' 

Walter 1). Scott, executive v.p. 
MiC TV: "The present ratings sys 
terns arc certainly not perfect, but 
they are the best available guide tc 
the number and kinds of people wlu 
watch our shows. It should be noted 
however, that popularity and our rat 
ings are not the sole criteria foil 
judging a program. Many program! 
which attract a relatively small audi 
ence meet the demands of network; 

"Often networks will insert pro 
grams in the heart of their schedule; 
when they know they will be out rati 
bv their competition. This is tru< 

specials presented during peak eve 
ning hours." ^ 
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4BC RESEARCH 

\\Continueil from page 13} 
■■omparisous. NHC reported. 

For example, brands associated 
'villi Rill Cullen were chosen by 57' J 
if the housewives in the sample com- 
pared to 13'; who favored brands 
ifarrving the I Love I.uev reeonnnen- 
'lation. Thus. •'•IVrsonalitv Plus" of 
t.ill Cullen o^e.• 1 Love Lucv was 
vV , . with this advantage increased 
Jo Wt among the viewers of Price 
|s Flight. Hugh Downs showed an 
l.dvanlage of 10.'?'; over Clear Hori- 
Jmi among all housewives, while Bol, 
I kirker's "Perso.ialilv Plus" was 22", 
Kr Lme of Life. 

i The question of whether women 

[■dually "wateh"' dav time tv or just 
W'lisleu" to il i> a recurrent one. The 
LVRC sturh seems to suhstanliate the 

Jiew that "women are watching and 

istening" in davtirne. 
Research sludie- on the subject 

late as far hack a* 1052 when Proe- 

er & Gamble found thai ' there is 
irlually no difference in the atlen- 
ion women give to the -et dav and 

light." In 195a P&G substantiated 
Ibis stand by concluding that "close 

mention to the set was '19^ as high 

luring the da\ as il was at night." 
Most of the research on the sub 

*eel coming out of networks, research 
■Sri ices and advert iser- is positive. 

Bwev er. the Ohio State viewer ac- 
livitv study done in 1955 presented 

fi negative side to the picture. Among 
[Its conclusions: 'onh three out of 

■very ten housewife listeners to day- 
llime tv are actually sealed in the 
loom with the tv set. and presumably 

'ire giving all or most of their atten- 

i ion to the visual materials presented 

I "Another three out of ten are in 
.he same room with the 1\ set but are 
loing something eb-e as well as lis- 
tening to or viewing the program. 

"Four listeners oul of ten arc very 
iteralh listeners and nothing else — 
pry are in a pail of the house other 
han the room in which the television 
'et is located. 

"Doing something else consisted of 
ironing, sewing and mending, work- 
ing in the kitchen, caring for the 
'hildrcn, reading, eating, cleaning, 
doing paper w ork." 

Rased on Starch Associates data in 
the same year, '"the Ohio State studv 
made two serious errors." These 
"ere: "it assumed all women in an- 



other room could not see the set. and 
that other activities at time of call 
were uniformly distraetive. . ." 

Among the Starch findings in a 
study on '"do commercial:, register?" 
are: 

• Davtirne commercials are re- 
called by 67.7' , of the viewers while 

recalled b\ 61.0'; of the viewers. 
Carrying this further. 51.3 r , of .lay- 
time viewers could leeall one or more 
-alts points while 32.1' of the night- 
time viewers could recall sales points. 

• Not all davtirne commercials ex- 



ceed their nighttime counterparts, 
says Starch, but the ow-rall awrage 
turn- out quite favorable. Summariz- 
ing the results of all available 
matched pairs of davtirne and inghl- 
liuie commercial:-.. Starch find* that 
57', of the viewer- of dav lime pro- 

cials. The comparable figure for 
nighttime program, was 65','. Thus 
davtirne programs were J!!!', as effec- 
tive as nighttime programs in elicit- 
ing recollection of the average com- 
mercial, and 9.V; as elTeethe in pro- 
dueing playback of the content. ^ 




WFBC-TV 

GREENVIUCS.C 



SPONSOR • 27 MARCH 1961 



■ SPONSOR 
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WRAP-UP 



VIP treatment was the order of the day for H-R Representative's 
(Frank Headley and Frank Pellegrini, until the Chicago firm's 
Dwight 'Doc' Reed, opened the door of their 'official' office— the < 



Advertisers 



York partner;, 
r supply room 




General Mills, which has gone 
high on color cartoons for ilt 
cereals will have one on NBC TV 
of a Sunday this fall. 

The time :*6:30-7 p.m. EST. 
The title of the series: Bullwinkll 
Meantime the account s trying to 
place its weekday strip, which ABC 
TV isn't apparently anxious to retain. 

Campaigns: 

• Ayds, Canipana's reducing plan 
candy, is trying out tele\ision for the 
first time with participations in \BC 
TV's da\ timers: *\ timber Please, Who 
Do You Trust. Seven Keys, Day in 
Court, Morning Court, and Camou- 
flage. Ajrencv : Erwin Wasev. Ruth- 
raufT & Ryan. 

• Shulton i* getting set to break 
out its new-formula Old Spice Supei 
Smooth Shave with the help of a 
nation-wide spot radio coverage plan, 
next month. 

• Slieaffer Pen has bought spot 
participations in NBC TV's lack 
f'aar and Dave Carroieay shows for a 



EXERCISE QUEEN, Debbie Drake, ch, 
WSB-TVs publicity director, Jean Hendrix, 
nation's eye toward a reduced waistline. It 




I? \lav to U) June stint to push its 
, products this spring Agency : HHD&O. 

• Iliiiloni Foods is mapping out 
its most extensive tv campaign to- 

*jdate for its I'opeve Spinach Macaroni. 
CHS TVs Captain Kangaroo, seen in 
Lore than 150 cities, is slated for the 
largest chunk of the ad .none). Agen- 
V>: Albert Frank-Cnenther haw. 
J . Purolator Products will alio- 
late the hulk of its advertising dol- 
lars to a spot radio push in 7f> of the. 
nations top auto markets to toll mo- 
torics about its oil. air and fuel fib 
lers. The theme: Listen, to the Man. 

«\gcnc\ : J. Walter Thompson. 

• Topps Chewing Gum last week 
launched a large-scale tv campaign 
for its Hazookn Hubble Cum in Now 
h'ork Citv and Metropolitan New Jer- 
Lt. In Xew York C\l\ Hazooka spots 
arc being shown on er WNKW-TV. 
WOK-TV and WI'IX at the rate of 
20 spots per week. It's scheduled to 
run through June. Agenov : Wcxton. 

PEOPLE ON THE MOVE: John 

pe/.nrek. from director of sales an- 
ah sis. llelene Curtis, to director of 



marketing research, \lbcrto Culver 
. . . William Pershing Most, to ad- 

ager. Komington Portable Typewriter 
Division. Sport) Hand. 

Agencies 



Grov's Laurence Deekinger made 
some pertinent economic com- 
ments in si talk last week before 
an ANA mooting in Santa Bar- 
bara on what agencies c\pect 
from advertisers. 

The referred to passages in toto: 
"It costs about 20',' more in real 
dollars for an advertiser to obtain 
the same schedule as four vears ago 
in major media, lie gets 15' J less 
coverage for a given dollar as he got 
four vears ago. 

•'Three influences have been main- 
ly responsible for the higher costs of 
maintaining schedules. Thev are: in- 
flation, changes in coverage and in- 
creased competitive pressures." 

Agency appointments: Magnus 
Organ Company, to Woxton . . . 



Creenwood foods, Waterloo, \. V, 
Triumph Hosiery Mills. WL l'a.. 
Danskin. New York Citv. l or-tnor. 
Irvington, N. J. ami 1'earU hv Deltah. 
I'awtuckel. H. 1.. all to the lining 
Pork Ohision. J. M. Keeslhiger. 
Now V>rk City . . . Chevrolet Deal- 
ers of Creator Detroit CM, member 
organization I , to Stone an<l Simons. 
Detroit ... I nit.nl States Tobacco 
(about SU million) from l.aKoehe. 
to Pohortv. Clifford. Steers & 
SheufieUI (Copenhagen Snuff, Old 
Hriar, Dill's Host smoking tobaccos, 

nouncod product), and Doiiahno & 
Coo I King Sano. Sano cigarettes. 
Model smoking tobacco. Lion Head. 
White Cloud and \ntique Mixture 
No. 3« premium smoking tobaccos, 
Skoal chewing tobacco, trade adver- 
tising and an unannounced new prod- 
uct ) . . . General Savings & Loan. 
Sacrament,,, to Albert Frank. 
Gl.cnlher Law. San Francisco . . . 
University Apartments. Chicago. 
Town Center Plaza. Washington, and 
Westchester Town Ilor.se. \ .inkers, 
N. V.. to Webb K. Knapp. 




More agency appointments: M & 

\1 Chemical.' Rraintiee, .Mass.. to 
Jcriinic O'Lourv. Boston, for ils 
new Vinyloid . ." . The Fanners & 
Mechanic? Savings Hank of Minne- 
apolis, to Knox Hooves . . . British 
Broadcasting Corp. to Lester 51. 
Malitz. New York City, for I niled 
States representation i sporting and 
remote events program*) . . . Henrv 
lleide (candies! to Fuller & Smith 
& Ross. 

Now quarters: Mohr Si Eieoff. 
Chicago, at 155 F. Ohio Street. 1 
April . . . Dontsii Advertising Ltd.. 
rime and Life Building. \eu ^1 ork 
City. 

Happy anniversary: Tathani- 
LainL Chicago, celeh'rating 15 years' 
operation tliis month. 

Merger: Vlhert A. Kohler Com- 
panv. Inc.. Old Greenwich. Conn., 
with The Pickering Vlvertising Agen- 
cy of Oakland. Calif. 

PEOPLE ON THE MO\ E: George 
It. Gibson, from Gardner to senior 
account executive. Listerine Antisep- 
tic account. Lambert & Feasley . . . 
Howard Brock from account execu- 
tive. Raymond C. Mayor, to puhlic re- 
lations supervisor, Chester Core . . . 
Robert 15. Said, to account execu- 
tive. Fletcher Richards, Calkins & 
llolden . . . Charles do la Fueiito. 
from Walt Disney Studios recording 
director, to creative director, liar- 
wood. Tucson . . . Tom liarliett, 
from Lamhert X Feasley. and Kohert 
Wold), from Wilson. Ilaight & Welsh, 
to Dovle Dane Bernhach as account 

executives lane Ihiohorly. from 

t\ producer Doherty ClifTord. Steers 
& Shenfield. to tv producer and ac- 
count cxecmive. Chester Core . . . 
Iladley Atlass. YKR \ .p. and asso- 
ciate diiectoi merchandising, named 
director merchandising department 

thai eompa.iv . . . Do v I). Car- 

roll. Jr., from Time. Inc.. to ISBlkxO 
as account group head . . . William 
J. MoCoogan, Jr.. from Gardner to 
lichen Vlvertising. St. Louis, as ac- 
count executive and client sen ice co- 
ordinator . . . Frank M. Mitoholl. 
from Glenn. Fort Worth, to v.p. ac- 
count super \ is or. Ted Workman. Dal- 
las . . . Hugh II. Loss, from C. J. 



La Roche, to \anguard. as v.p. client 
relations. 

MORE PEOPLE ON THE MOVE : 
Harry Torp, from Grant, Edward 
Kobza. from Kenyon & Fckhardt. 
and John Soaiilan, from Benton & 
Bowles, all to media department. 
Bates . . . Frank Miller, from cop) 
supervisor and copy director, Knox- 
Ree\es, to account executive. Iowa 
Power and Light Co. account. Camp- 
hell-Mithnn . . . Richard R. llotT- 
man. from Gould. Gleiss 4; Peim. 
Chicago, to research manager. L.A. 
office, BBD&O . . . Bill Diclil. from 
manager, jn'odnctioii department, to 
manager of production and traffic. 
Kudner . . . Raymond M. Sohwarz. 
from production manager WJRT. 
Flint. Mich., to broadcast service 
manager. Gardner. St. Louis . . . Ar- 
thur A. Reagan, from Dow Chemi- 
cal, to copy and contact staff. West- 
ern Advertising. Chicago . . . James 
R. Rohorts. from Derby Refining, 
to account service representative, As- 
sociated Advertising. Wichita. Kan- 
sas . . . Stephen P. Bell, fn.m ac- 
count supervisor. BBD,\0. and Jo- 
soph L. Gorniek, from account ex- 
ecutive. McCann-Frickson. to account 
executive staff, Yeedham. Louis and 
Brorby, New York City. 
Resigns: John S. Kulleiton, as 
account service representative. Aver, 
\ew York Citv. 

Tin y were olooted v.p.V. Pierre 
Carai. at OBSM . . . Kenneth E. 
Howard, at Orainer-Krasselt . . . 
John I). Leiuhaeb and John E. 
Dnlilo. at BBIXxO . . . Sylvia Howl- 
ing, at Benton iw Bowles . . . Leonard 
Curl I on and Carroll Pfeifer. at 
Kenvon X Fckhardt . . . Foh Grin- 
man. at Kastor. Hilton. Chcslev. Clif- 
ford & vtherton. 

RetiriHfi: Hugh 11. Johnson. Kud- 
ner media director, after 17 years. 

Tv .Stations 



Within W\ hours after it put the 

ra o. ::a tl:l :nai k t Tr: i:igle l a I 
the documentary sold on every 
oik- of its tv and radio stations. 

The tv sponsors: WF1L-TV. Phila- 
delphia. Schmidt's Beer: WX1IC-TY. 
New Haven. Norrlco: WLYll-TY. 
Lebanon. Pa.. Ladd Motors: WXBF- 



IV. Binghamton, Midas Muffler; 
KFRK-TV. Fresno, local tire dealer. 

The radio sponsors: WF1L. House, 
hold Finance: WI1NC. local car 
sports dealer: WNBF. Binghamton 
Laundry: KFRF. Stanley-Warner 

W e s t i n g h o n s e Broadcasting's 
West Coast v.p. Philip G. Lasky 
in a talk before the Oregon Ad 
Clnh in Portland last week sug- 
gested that ad nieii hack up their 
fni.li in advertising. 

Fxcerpts from his talk captioned 
Advertising is the Best Pump Primer: 

• "Advertising is wholly effective 
as the fundamental sales tool only 
when we in the industry, evince our 
complete faith in advertising.*' 

• "It is high time that all of us 
in the advertising industry hold up 
our heads and look our critics in the 
eve and tell them: there is no ques- 
tion about advertising being good 
for our economy." 

• "Wi in advertising constitute 
the link between the man who creates 
new services and things for better lii 
iug and the man who wants to enjoy 
a better life.'" 

0> 

Winner of the 1961 Dn Pont 
Award in tv: KBKA-TV. Pitts- 
burgh, for "management policies 
which seek to enlarge the station's 
understanding of the interest, activi- 
ties, and needs of the community and 
legion served, as well as for a respon- 
sible programing policy resulting in a 
wide varictv of cultural, scientific, 
editorial, educational and puhlic af- 
fairs programs, superior in produc- 
tion quality, and often broadcast at 
prime time."" . . . Special mention 
went to WNTA-TV. Newark. Y J. 

Kudos: WISN-TV. Milwaukee, v.p. 
and general manager William 1 
Coodnow and W1SN radio v .p. and 
general manager James T. Butler, 
recipients of Muscular 1)\ strophy As- 
sociation Citations of Merit in recog- 
nition of their services as co-chairmen 
of the 1960 .Milwaukee area March 
A gainst Muscular Dystrophy fund 

v$S> 

PEOPLE ON THE MOVE: John 
E. Crawford, from Young-TV. N'evv 
York Citv. to national sales manager, 
Ben Purvis, to regional sales man- 
ager. and Lynn Avery, to local sales 



CO 
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fewmager, all \VT\ M. Cinmlnts, I, a. 
... Dirk King lo wile* staff, KMSP- 

I T\. .Minnoapolis-Sl. Paul . . . Clen 
Huston, from program director. 
fKAl'-TV. i; a u Clair.-. Wisconsin, to 
program director. K\T\ r . San Jose 
. . . Kiclinrd J. Wri-jlit. from Pa- 
cific National Advertising. Spokane, 
to publicity and promotion director. 

KG\\-T\. Portland. Ore lolm 

\V. Kins.-. Metr litan liroadca-t- 

L in«z president, named to board of di- 
rcetors. Advertising Council. 

_ 

"wo publications nol coiuiecled 

pith the broadcasting industry 

me national, the other interna- 
tional — in upcoming issues are 
elating station operation stories. 
The stations— the magazines— and 
what thev're saving: 

WHT and WBTV. Charlotte. 
1 C. are spotlighted as "good exam- 
ples of well-mn American radio and 
television stations" in the current is- 
i>f the C S. Information Agenev s 
Russia distributed magazine. America 
Illustrated. Untitled Behind the Broad- 



cast, the siorv is an iu-ide-tlic-stmlio 
report with heavv emphasis oll die 
station's public service activities. 

. KAHC, San Fianci-co. head. 
Gordon 15. McLendon will he profiled 
in the Mav issue of Coronet in a stem 
which lelis bow he built up his sta- 
tions. Knlilled Radio's Merry Maver- 
ick, the piece will devote considerable 
space to K \I!L and the various pro- 

WYslinglioiise lironch ;islin<r pre- 
mieres todav (27) a nightly iwm s 
show of its own. compiled h\ the 
group's national and internation- 
al ik'vns bureaus. 

Broadcast time: 7 p.m. FST. 

The format will include the "voices 
of people making the dav's news and 
sounds of geographic locations al the 
verv moment that the news is being 



Ideas at work: 

. WSAI. Cincinnati, Ohio, in a 
special St. Patrick's Dav contest, had 
its listeners scurrying around search- 
ing for little green men. The station 
hid in obscure places around town 



remlin dolls 



nd • 



of 1 



bums ami copies of the new Colum- 
bia recording Utile C,,een Men U, 
finders. Several of the gnmdiu .lolls 
were lagged w ith cod.' number- which 
entitled the fnidei to a bonus prize of 
a transistor radio. 

. KALL. Salt Lake City . I tali, 
ran a prc-Faste, contest giving listen- 
ers a chance lo vie fin a visit, on 
lister Dav. of a K MX bnnnv earn- 
ing a huge Faster basket. Mere's how 
it was worked: Listeners were asked 
to send in guesses I with the help of 
honrlv aired clues I as to the contents 
of five large eggs in the Caster basket. 
The one who came up with the mo-t 
descriptive guess won an Faster Dav 
scheduled visit from the k \FL bnnnv. 

Thisa V dala: \\ IL. Si. Louis, 
documented its mobile news and 
beeper phone reports aired during the 
13-26 Fehruarv period . . . KFAH. 
Omaha, who switched lo stereophonic 
broadcasting for it- 6 p.m. to mid- 
night segment, bought 15 minutes on 
iv station KMTY so that Ly ell lirem- 



I'l, u 



L-ral ma 
><> turn to page 6f! I 



-mild 



This 1 does it all! WSPD-Radio . . 

today's hardest working sa/esc/erk 
delivers a// the goods in Toledo! 

One does if all! WSPD delivers the entire Toledo area 
market. And what a market of Ohio's big spending 
families . . . 400,000 of them: 



• 1,228,800 customers for 
your products. 

• Total effective consumer 
buying income of $2,465,- 
996,000. 

• Toledo is first in per cop- 

And WSPD delivers ,1 a 



• A whopping big $355,- 
103,000 market for food 
products. ' 



ilolive, utilizing the 
mple schedule showing 



'Dota from So/es Monogemenl s I960 Survey of Buying Power 

||p WSPD-Radio NBC -Toledo 

^ a ST0RER station 

Notional Sales Offices 

230 N. Michigan Ave., Chicago 1 • 625 Madison Ave., N. Y. 22 ^ 
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ONLY WLOS-TV HAS 
THE CAROLINA TRIAD 
COVERED! 




THE CAROLINA TRIAD two-billion-dollar mar- 
ket .. . stretches across 82 counties in 6 states! 

ONLY WLOS-TV covers the Carolina Triad with 
unduplicated network signal . . . gives you net 
weekly circulation of 301,600*! 



WLOS-TV a 

Serving 

GREENVILLE - ASHEVILLE - SPARTANBURG 

A Womelco Enterprises. Inc., Station 

4 Represented by Peters. CriffiH, Woodward. Ine 
Southeastern Representative: James S. Avers Co 



What? s happening in U. S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 



27 MARCH 1961 Paul Rand Dixon was sworn in as chairman of the FTC: the event took place, 

cotyright iMi quite hy coincidence, within days after a flurry of FTC activity on the "false and 

sponsor misleading ad" front. 

publications inc. Another coincidence was involved: Dixon had told the Senate Commerce Committee at 

his confirmation hearings that he would try to work on an industry-wide basis insofar as pos- 
sible. This, in preference to complaints against individual companies, which might put them 
at a competitive disadvantage with respect to competitors using the same practices, 
but not yet hit hy complaints. 

The Dixon swearing-in was on Tuesday. On Monday, the Commission made public a se- 
ries of complaints against tv commercials, and some ads in print media, on behalf of leading 
pain relievers. 

Involved were Anacin, Buflerin, Bayer Aspirin, Bayer Aspirin for Children, St. Joseph 
Aspirin and Excedrin. Complaint said no pain reliever works faster than any other. 

At almost the same time, it was announced that Aluminum Co. of America and ad agency 
Ketchum, MacLeod & Grove had taken the consent order route to kill their tv demonstration 
of Alcoa Wrap. Allegation was that the commercial picked out a dried ham for Brand X, and 
further, deliberately tore and wrinkled the "competing" wrap before fdming. 

This was an impressive list of actions for a single week. However, it was entirely coinci- 
dental, since all had been in the works for a long time. 

The fact remains that the FTC is quite likely to toughen up. 

Dixon was given quite a lecture on increasing FTC monitoring of radio/tv for false, mis- 
leading and even borderline ad claims. Giving the lecture was that expert at dressing down 
agency heads, Sen. Warren Magnuson, who heads the Senate Commerce Committee which ha3 
jurisdiction over both FCC and FTC. 

The lecture wasn't as important as Dixon agreement, because Magnuson has never been 
too unhappy when his dictates are ignored, and has sometimes been unhappy when they have 
been heeded. Dixon is on record as favoring a closer FTC eye on broadcast adver- 
tising. 

If what was really coincidence actually pointed the way toward tougher regula- 
tion by the FTC, and this is the wav it appears, the same thing is also true over at 
the FCC. 

There five stations were revealed to have had, or to be having, trouble having their 
licenses renewed. Most prominent was WADO, New York City, which did get a full-term 
renewal with Commissioner Ford dissenting. There were two short-term renewals and two or- 
ders for hearings on license cancellation. 

Also, the Commission tentatively decided to take tv channel 7 away from Biscayne TV 
and to toss out two other original applicants for the channel, all on the grounds of improper 
activities during the contest. Sunbeam TV would get the channel as the lone remain- 
ing original applicant. 

Further, the broadcast bureau has asked the FCC to refuse to renew the license of KRLA, 
Pasadena-Los Angeles, because of allegedly phony on-the-air contests, failure to live np 
to programing promises, unauthorized transfer of control and furnishing false in- 
formation to the FCC. 

Again, all of these actions and proposed actions were underway long before any changes 
in top FCC leadership. But, again, they point the way very clearly in the direction the 
Commission is going toward tougher regulation. 
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Significant news, trends in 

• Film • Syndication 

• Tape • Commercials 



FILM-SCOPE 
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It's understood that MGM-TV will break open its cask of post-1948 feature 
films at the NAB convention. 

Reports are that a package of 39 features will be offered, and not anything like the 
entire library of all the post-1948 pictures MGM made or distributed. 



; season to show signs of starting in 

lyndication stars of the 



Look for the 1961-62 syndication sellii 
earnest in the next week or two. 

Two syndicators are already out with new shows with established s 
order of Rod Cameron and Broderick Crawford. 

The selling season will also get added impetus from the firming up of the network picture 
and some pilots held up to date will shortly he released for syndication sale. 

Department of the crystal ball: new shows in syndication next year will just about have 
the same over-all complexion, content and extent as this season. 



Those tv film department stores will be transferring network shows over to their 
syndication counters for re-run sales this year. 

Besides MCA (Riverboat and three other shows), new re-run candidates are shows at CBS 1 
Films (Angel), MGM (Islanders and National Velvet), Screen Gems (My Sister Eileen) and 
Ziv-UA (Klondike and Bat Masterson). 

But what will happen to off-network shows produced by companies without 
syndication arm? Are new distribution liaisons about to be formed? 

Here are such producers with re -run candidates coming off the networks: 

• Dcsilu: Guestward Ho, Ann Sothern, Harrigan & Son. 

• Four Star: Dante, Stagecoach West, Tom Ewell, Wanted Dead or Alive, Peter Loves 
Mary, Zane Grey, Robert Taylor's Detectives, Law & Mr. Jones, Michael Shayne. 

• Goodson-Todman: The Rebel, One Happy Family. 

• Warner Bros.: Maverick. 
And from various producers: Peter Gunn, Wyatt Earp, Tab Hunter, Bringing Up Buddy, 

and Happy. 

Sponsor sales of post-1918 feature films arc on the way up. 

Seven Arts Associated's Warner Films of the 50's group has two such sales: 

• DcRoy Jewelers (Jay Reich) on WJAC-TV, Johnstown. 

• San Diego Glass & Paint and Nurscryland plants on KOGO-TV, San Diego. The 
two sales hring totals on the 40-picture package to 49 stations. 



Screen Gems' Talahassee 7000, just about the only newly produced action-ad- 
venture series to coinc out in syndication in recent mouths, lias made a total of 48 
sales since December. 

The series kicked off on WCSB-TV, New York, with an 11.1 ARB in January. 

Latest sales include WISN-TV, Milwaukee; Kl'LR-TV, St. Louis; KMSP-TV, Minneapo- 
lis; WISII-TV, Indianapolis; WKY-TV, Oklahoma City; WCKT, Miami; KXLY-TV, Spokane, 
and WRGR-TV, Schenectady. 

The 26-wcck scries, location-produced in Florida, has lent itself well to a winter start 
pattern in many cities. 
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FILM-SCOPE continue 



The complex question of how (and if) full-hour re-runs are to he syndicated 
hy stations is still widely discussed throughout the industry. 

Latest understanding is that the proposed Warner Bros. -ABC re-run deal for full-hours in 
post-11 p.m. time periods is definitely off, probably because of the price the producer wanted 
and the difficulty of assuring clearances. 

Calmly ignoring the wake of the controversy is MCA, which has a considerable head 
start on all the competition in its sale this week of a large group of full-hour re- 
runs to seven additional stations for a total of 20. 

Most recent stations arc WISN-TV, Milwaukee; WCCO-TV, Minneapolis; WCOP-TV, 
Cincinnati; WOAI-TV, San Antonio; WBC-TV, Greenville; KTSM-TV, El Paso, and WNEM- 
TV, Saginaw-Bay City. 

Although MCA sold to independents in markets such as New York and Los Angeles (see 
FILM-SCOPE, 13 March), most sales were to network affiliates. 

Don't get the idea that tv inovie packages are a fixed item like hard goods. 

Apart from the fact that the justice department has a special interest in so-called block- 
booking, there are natural factors that keep tv movie packages loose. 

First of all, stations buy different groupings out of the same studio backlogs: some sta- 
tions pay a premium and limit the quantity they buy, while others need films and 
take more for a lower average price. 

Another factor is tv availability, far from a cut and dried matter: a few pictures now be- 
ing sold won't come out of theatrical release for some months or years and others are to be 
withdrawn from tv for re-release later in theaters. 

Several new distribution rearrangements were completed this week. 
They are: 

• UAA takes over formal distribution of Lopert feature films. 

• Cinema-Vue has acquired national distribution rights to the Bernard L. Schubert half- 
hour syndicated properties. 

• Peter M. Roeheck will handle BBC Age of Kings tapes. 

The question of the feasibility of market-by-niarket selling in syndication is 
raised indirectly by the new role taken by Filmaster. 

From its role as producer of network and national spot film series (Death Valley Days 
for Pacific Borax) Filmaster has branched into distribution lately but won't, it says, pay much 
attention to the market-by-market route. 

First result of Filmaster's policy is sale of Beachcomber with Rod Cameron to Tv 
Stations Inc., covering up to 71 stations. 

The "no man's land" between commercial and educational tv is rapidly van- 
ishing. 

Quite a few syndicated scries list both commercial and educational stations among their 
outlets. Two are: Play of the Week and Robert Hcrridgc. 

The latest series in this category is An Age of Kings, 15 hour-long BBC-produced tapes of 
Shakespeare history plays. Already on WNEW-TV, New York, and WTTG, Washington, the 
series has been sold to 50 NET educational stations, and is now to be distributed gen- 
erally by Peter M. Robeck of New York. 

Standard Oil of New Jersey already sponsors An Age of Kings in New York and Washing- 
ton. 
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A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 
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Prevailing at Compton is a situation which would be envied by any agency. 
It's got six new P&G products any one of which could, assuming a click, amount to 
$10 million in billings. 

In other words, one of these products is enough to kick off an agency. 



As tbe soundtrack voiees of Calvin & the Colonel (Lever-American Home-ABC 
TV), Amos *n' Andy have in the field of entertainment completed the full circle. 

They started off their blackface routine in the mid-20's playing split weeks in vaudeville 
houses around the midwest, hopped into radio in 1930 via WGN, Chicago, made the big- 
time networkwise the following year as Pepsodent salesmen, made a couple Hollywood 
features and as producers were among the pioneers of the filmed tv situation comedy. 

Worthy of note: here are a couple of eminently successful entertainers who have stayed 
out of the personal publicity limelight and concentrated on their craft instead of engag- 
ing in folderol feuds and the like. 



General 3Iills (DFS) and ABC TV have apparently conic to a parting of th* 
ways with regard to their alliance in the 5:30-6 p.m. kid strip. 

The cereal packager is talking to NBC TV and CBS TV about spotting the Rocky & 
His Friends and King Leonardo cartoon strips and ABC TV is wooing Kellogg for the 
five-times-a-week period 

With General Mills sponsoring but four of the 10 segments ABC TV hasn't been overly I 
happy about the situation: it's had a bard time selling the remaining pieces. 

The miller says this situation is not of its making. It contends that the network is bar- 
ing some trouble getting station clearances, because the affiliates prefer to eseonce 
their owti kid shows in this period. 

Not all the huge packagers in tbe grocery field have found it necessary to dK- 
versify in order to maintain their pace of dollar growth. 

An outstanding exception is Kellogg, which sells but one product, breakfast food. 
It also packages a dog food, but that's pretty much of a by-product of its breakfast 
cereal line. 

Incidentally. Kellogg outspends General Mills two to one to get the job do 



According to Madison Avenue cognoscenti, nothing can stop tbe boom in I 
cartoon programing the next three or four seasons but tbe thinning out of creative 
and technical talent in that field. 

And boom it is when you consider the amount of actually committed product on th< 

An interesting ande: what has contributed much to the boom is the development ol 
techniques which make the half-hour cartoon show economically feasible. The pro 
(hirers. lea\insr Di-ncy to his high level of perfection, have found shortcuts, reducing th< 
number of drawings to 300 as against tbe once traditional 700. 

The result: a house like Producers Associates of Tv (Bob Travers-Pcte Pietch) an 
able to sell their lialf-liour product at S60.000 for four uses, compared to the Hanua 
Barhcra ( Fliutstoiic. Top Cat) pricing of §68,000 for two uses. 
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. . . in the fabulous KSLA 



market. Oil-rich, timber-rich, cattle-rich, and growing industrially . . . this tri-state area hardly knows 
recession. Its people play hard, work hard and have the money to buy. They look to KSLA-TV for 
news they believe . . . programs they enjoy. 

Ask our reps (Harrington, Righter and Parsons) about the fabulous KSLA market' 

@ KSLA SHREVEPORT 
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WRAP-UP 

(Continued from page 61) 

plain to viewers how t lie new stereo 
broadcasting work* . . . WICK. Provi- 
deuce. R. 1., is making available to 
local, regional and national advertis- 
ers it„ first Consumer Panel lteeearr.li 
Report. It contains available brand 
preference information in the Rhode 
Island area: a market data section re- 
garding the stale and its population; 
and special reports to advertisers for 
precise sample and survey of the com- 
munity . . . WKCB. Philadelphia, re- 
ceived some 1 1.621 replies to the sta. 
lion request for listener reaction to 
its new Pig Pand Sound format . . . 
WGIL Xewport News. Va.. observed 
Washington's Birthday by selling a 
thousand silver dollars for fifty cents 



h i, at 



doun 



i she 



Winner of the 1961 l)n Pont 
award in radio: WAVZ. New 

Haven, Conn., for ""active and help- 
ful participation in the political, eco- 
nomic, and cultural life of the com- 
munity, resulting in editorial investi- 
gation and ad\oeacy. aggressive re- 



porting of public affairs, and such 
meritorious projects as the series of 
programs designed to acquaint \ouug 
people with the problems of \oung 
people in other lands, with the dis- 
tribution of leaching aids to local 

PEOPLE ON THE MOVE: Earl 
Pin nam. from general manager 
KSY1), Wichita Falls, Tex., to sta- 
tion manager, KOOL, Phoenix . . . 
Ihil Shore, to managing director 
WKMF, Flint, Mich. . . . Walter A. 
Schwartz, from am radio sales, De- 
troit, to national radio sales man- 
ager. Westing ho use Broad( asling . . . 
Sandy Jackson. KOIL- AM - FM, 
Omaha, Neb., operations director, 
taking on assistant managership du- 
ties that station . . . Joel Dentsch. 
from merchandising director, Strass- 
lci -Johnson, to assistant director pro- 
motion. W1P, Philadelphia . . . 
George A. Crandall, from sales stall, 
WCAK. Detroit, to general sales man- 
ager. WJBK. that city . . . John M. 
Carroll. Jr.. from sales stall. WNOK, 
Columbia. S. C. to local sales staff. 
WIS. that citx . . . Pan! K. HnrnelL 



More people 
will see 

'The American Civil War* on 
television In 



1961. 




HERE'S HOW TO GET YOUR 
SHARE OF THIS AUDIENCE 

Send for the handsome KIT (includes 
a complete sponsor list, promotional tie-ins 
and case histories). Audition prints available for immediate screenings. 

Tisim mmmi€SM 



fi sales department, Capitol Air- 
lines, and Kohert J. George, from 
account executive. Martha White < 
Mills, both to account executives. , 
WBOV. Clarksburg. W. Va. 

MOKE PEOPLE ON THE MOVE: , 
Don Heck, from sales manager. 
M)l!k. Las Vegas, to account execu- 
tive. KRAK. Sacramento. Calif. . . . 
Hill Fallon, to national sales man- 
ager. WICE. Providence. R. I. . . . 
John L. Williams, to assistant pro 
gram manager. \\ BZ. Boston . . . 
Kennv Doll and Ed Davis to an- 
noiincing staff. WBOV. Clarksburg. 
W. Va. .\ . Phyllis Eritk. promoted 
to head of continuity department. 
WSBT. South Bend. hid. 

NBC, in an effort to pinpoint the 
popularity ratings of its pro- 
grains ran a You're The Critic 
contest on a local station level 
and fame up with the ten most 
liked shows. 

The favorites, according to 12.000.. 

000 viewers: Wagon Train, Per 
Como's Kraft Music Hall, The Pri 
is Right, Bonanza, Laramie, The Ford 
Show, The Dinah Shore Chevy Sho 
Outlaws, Thriller, and The Croneho 
Shoir. 

The contest, suggested by KPKC- 
TY. Houston, general-manager Jack 
Harris, was a highlight of XBC's 
third annual promotion managers! 
awards competition. 

Net tv sales: MiC-TVs JFK-Report 
A'o. 2. 11 April, to be sponsored by I 
Procter & Gamble (Reiiton & Bowies') I 
. . . ABC-TV's Silents Please and Walt 
Disney Presents sponsorship to 1* ; 
shared by Campbell Soup I Xccdhain. j 
Louis a.id Brorln). Ralston Purina 

1 Guild. ISascom & Bonfigli) and Con- I 
x.lidated Ciuar fFruin Wasex . Ruth- 
rau IT & Rvan) . . . XBC-TVs Cain's] 
Hundred to be sponsored In Lorillard 1 
(Leiiiien & Xewell). 

Ncm affiliates: WEMJ. Laeonia. 
X. 11. with CBS Radio . . . WISM 
TV. Milwaukee, uilh CBS-TV. 



TRANS-LUX TELEVISION CORP. 

625 Madison Avenue, New York 22, N.Y. • PL 1-3110 • Los Angeles • Chicago 



dos: ABC TV's Expedition win- 
of the 1960 Thonia* Aha Mdison 
ndatiou National Mass Media 
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\vvaid . . . Hell & lion ell Close-Up 
program Cast the First Stone 
over MiC-TV. recipient of citation 
from the Kdison Foundation. 

PEOPLE ON THE MOVE: Bur- 
roughs II. prince, from managing 
editor MiC liadto's Monitor to NBC's 
New York News manager . .. Arthur 
Wakelcc. from manager special pro- 
jects to news producer. NBC Radio 
...Gerald E. Mareuoff, from direc- 
tor of auditing. CBS Television Sta- 
tions division to business manager.. 
CHS Television Spot Sale-. 



The Chicago chapter of the Sta- 
tion Representative* Association 
will hold its Timelmyer of the 
Year award luncheon .$ May at 
the Amhassador Hotel. 

That'll he dav-and-dale with a simi- 
lar event held in New \ ork. 

The onh diflerenee: the New York 
i ens add a Cold Lev award to the 



Hep appointments: WLKW. 
Providence. K. 1.. to Foster and 
Creed for Yew England representa- 
tion . . . \YSV\-TY and YVSVA- 
AM. Harrisonburg. Ya.. t«. Venar.I. 
Kintonl & MeCo.mell . . . YVLEU, 
die. Pa.. t„ Everett-MeKinney. 

Kudos: 1 1-1! Television's v .p. of 
sales development. Miss \v erv Gib- 
s.»n. e'ected t,. research advisory com- 
miltec. T\ IS. 

PEOPLE ON THE MOVE: Hon 
Mnrgolis. from business manager. 
CHS Television Spot Sales, to TV Ml 

end manat'cr . . . James Theiss to 
-ales manager eastern states, and 
Lloyd lleanev. *n)c* manager uH- 
ern stales. Hlair . . . Criflilli E. Ful- 
ton, from kalz to sales stall. Blair- 
T\ . . . B. Gail Ymgling. from as- 
-istant to the coniptroller. Crc\. to 
comptroller and treasurer. Storcr Tele- 
vision .sales. 

Yenard. Kintonl X McConnell 
adds five account execul i\ es : In 
New Wk Citv. Donald Bnrrahee. 

front Lambert & Feaslev . ami Nor- 
man Alpcrt. from W I'M -T\ . Scrau- 
tou. I'a.: Chicago office: Ted Cl.nm- 



h<»n. from Northwest \irline*. and 
James Eox from Rollins Broadcast- 
ing: Los Angeles office: Jack Kaha- 
teck. from lleadlev-Keed. 



Important personnel changes and 
advancements this week were 
symptomatic of syndication's 
tooling-lip for a new sales season. 

Fihmisler, in a major expansion, 
named these three new regional man- 

' . vndrcw Jaeger in the north- 

• Jacques Liebcngnth in the 

middle eastern states. 

• James Strain in the west. 

\t the same time Stan Yenles was 
named -ales sen ice manager. 

At ABC Films there was a general 
realignment of five diviMon managers, 
as follows: 

. Albert G. Hariigan in the east. 

. James Dehmcy in the south. 

. Michael G. Gould in the ceo- 
Iral stales. 

. James Tobin in the west. To- 
bin was also named net work-regional 
representative and production repre- 
sentative.' 

. William I). Hannah in Canada. 

Sales: NTA's Way oj the Week to 
\VT\IJ-T\ . Milwaukee; WTVlf. Rich- 
mond: WkOW-TY.. Madison: VFSl - 
TV. Tallahassee ( Lniv. of Florida) : 
KGLO-TV. Mason Cilv : ami WITT. 
Tampa . . . Cordon Pood- (kirklaud. 
While & Sehclh to sponsor Art Link- 
letter ami the Kids in 19 markets . . . 
ITC reports sales rise of XV, for 
Jannan and Februan over I960 . . . 
Sextant's Franklin I). Roosevelt sc- 
ries sold to \ I1C TV for l'J()2-r..'L 

Programs producers: Indus- 
trials Illustrated shooting back- 

Hrooklaml Fagle reporter . . . Video- 
Craft Productions of New York en- 
ters production field with A Vic Ad- 
ventures oj I'inoeehio, a series of 
130 fivc-iniimtc earloous alreadv 
sold to WCN-TV. Chicane: KPRC- 
T\. Houston: kLZ-TV. Denver: 
KROVTA. San Frauciseo: \\AC\- 
TV. Vthmla: W1IC. Piltsbnrgh: 
KIR0-T\. Seattle: KRLD-TV. Dal- 
las: CKIAV'- IA . Detroit, and WDM'- 
T\. New Orleans. 



Hating;.-: CHS Films' Robert Her- 
ridge Theater scored a 25.5 Nielsen 
for February on WUAS-TV, Louis- 
ville . . . Screen Cems' post-194« Co- 
lumbfa" feature Abandon Ship earned 
25.2 average Arbitron on Late Show 
I 1 March on WCBS-TV. New York. 

PEOPLE ON THE MOVE: 'J. 
Remi Craslo appointed foreigi\ sales 
superv isor for NTA . . . Buss Kit J 
croft appointed v.p. and general as- 
sistant to Sev mour Reed, president off 
Official Films . . . Kohcrt Kraiis is 
account executive for Sterling Tele- 





Public service in action: WLIB. 

New York City, began broadcasting 
Washington Report by Congressman 
Adam Clavton Powell, an up-to-tlie- 
minute weekly report on problems 
and projects undertaken bv his com- 
mitlee and their elTects on the New- 
York community. . . . WKCV. Phila- 
delphia, inaugurated a weeklv legal 
series. Lair in Aelion . . . KM TV. 
Omaha, aired The Road to Some- 
where, localh produced documentarv 
on the Nebraska Women's Reforma- 
ton at York . . . WBOY radio and 
Vi BOY-TY. programing weekh edi- 
torials emphasizing: local and area 
news. A Well In formed Community. 
Is a /letter Community . . . WTOP- 
TV. Washington, will air the last of 
its three-part series on federal iiuomi 
lax. Orerution 1010. on 1 \prtl . . 
WNTA. Newark. N. J., programins 
The Helping Hand even week dav 



More public service action: 
WDOK. Cleveland, is taking an edi- 
torial stand against the needv sick 
services curtailment action h\ the 
cilv's St. Vincent Charitv hospital ... 
WJBK. Detroit, is informing listen- 
ers of specific job openings through! 
its program Job Alert. 

Kmlos: WKCV-TV. Philadelphia, 
recipient of the 1961 Distinguished 
Service Ward of the Drizin-Weiss 
Host No. 215 of tin' Jewish War Vet- 
erans in ■'recognition of outstanding 
s-rvi'-e in fin lheriu<i coimnlinitv rela- 
tions" . . . WCKT. Miami, awarded 
public sen ice award bv the Miami 
Chapter of [ 'oiled Cerebral Palsv.^ 
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KETY... Bubbling Over 

Biggest Audience in Omaha Market 



FIRST 

IN SETS IN USE 

KETV is fhe leading station in 
Omaha from 9:00 a.m. to mid- 
night — and from 6:00 p.m. to 
midnight — every night of 
the week: 
9 a.m. to Midnight 6 p.m. to Midnight 
KETV 34.4 KETV 39.S 

Station Y 32.6 Station Y 29.8 
Station Z 33.6 Station Z 30.8 




FIRST 

IN HOMES 
REACHED BY A 
NETWORK SHOW 

Lawrence Welk reaches 
1 15,000 homes, more 

than any Omaha 
station in Nebraska 
and Iowa ! 



FIRST 

IN HOMES DELIVERED 

More people in Nebraska 
and Iowa watch KETV from 

6:00 p.m. to midnight 
— every night of the week: 

KETV 44,600 homes 

Station Y 37,400 homes 
Station Z 41,500 homes 



FIRST 

IN MOVIES 

KETV is fhe movie 
station in Omaha for 
the 1 5th consecutive 
rating period. KETV's 
Movie Masterpiece 
has 75% of the 
nighttime movie 
audience. 



FIRST 

IN TOP 
NETWORK SHOWS 

KETV has 3 out of the top 5 network 



The Untouchables 

Lawrence Welk 
Candid Camerc 
My Three Sor 



KETV 43.3 

41.5 
KETV 41.0 

41.0 
KETV 39.5 



MM 



Minutes and 20s available in and 
around these leading shows. 

CALL H-R NOW 



omaha 
■3?' 



OMAHA WORLD-HERALD STATION 

ABC TELEVISION NETWORK 
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RADIO 
BASICS 

AM St FM 



You'll find comprehensive 
data on in and out of home 
listening, SPOT and network 
trends, set production, sea- 
sonal changes, hour by hour 
patterns and the unique and 
growing auto audience. 

It should be on every desk 
of every one in your shop 
who is in any way involved 
in the purchase of radio 
time. They're so reason- 
ably priced you just can't 
afford to be without them. 



ORDER 

YOUR 

REPRINTS 



y x? 



NOW 



FILL COUPON 
WE'LL BILL YOU LATER 



Price Schedule 



1 to 10 

10 to 50 

50 to 100... 



40 cents each 
...30 cents each 
...25 cents each 
...20 cents each 
...15 cents each 



, SPONSOR READER SERVICE . radio basic 
40 E. 49th Street, N Y. 17, N.Y. 

J NAME 

J FIRM. 

! ADDRESS .'. 




Casey Cohlmia, WFAA -TV. Dallas, Tex- 
as, newsman for the past two years, has 
been named director of promotion and 
publicity for WFAA radio and tv. Before 
joining i lie WFAA stations. Cohlmia spent 
five years with several Oklahoma radio 
and tv stations in news, sports and promo- 
tion capacities. Prior to enter ins; the broad- 
cast field, he had worked as sports editor, 
managing editor, and assistant city editor, on new .-papers in Enid. 
Am man and Tu]«a. Okla. He also' did publicity at the I . of TulJ 

John F. Cundiff, general sales manager 
of \Y.\ HC-T\ , Triangle Stations - Hartford- 
Vw Hmrn, Conn., television outlet, has 
been appointed manager of the station. 
The appointment is in addition to his ex- 
isting duties as general sales manager. 
' Cundiff. who began his broadcasting career 
a> an announcer-engineer with VtTCM. 
Trau-rse Chi. Mich., in 19 IS. joined Tri- 
angle a* general sales manager of WXHCTV in 1957. He was sales 
manager of KCRG. Cedar Rapids. Iowa. KWWL-TV. Waterloo. la. 

Raymond M. Schwarz, former produc- 
tion manager of WJKT. Flint. Mich., has 
been named broadcast sen ice manager at 
the St. Louis office of Gardner Advertising, 
lb- replaces Robert Hughes who has been 
appointed a program supervisor. A native 
New Yorker. Schwarz attended X. Y. I", 
and the School of Radio Technique in 
V \ • C. lie ha- been on the staffs of WO J 
. Ilarrishmg. Pa.: and WCAC-TV. P|,j|a. 
bleed and directed network shows for CBS. 




TV. X. Y.: Wl IP-TV 
delphia. where he pro. 



James F. O'Crady, excemhe \ .p. of \dani 

been named executive ! ice-president of the 
paieut compain . 0'Grad\ . a member of the 
\ew \oA Slate bar. joined Young-TV as 
arconnt execnthe in l')."jl. Uier a promo- 
tion to assistant sales manager, he was 
transferred to Chicago us M >. midwest ? ales 
manager, lie returned to \. Y. C. in mi\ 
a- v.p. in charge of In sales, and later, that 
vice president. He was manager, sales sen ice 



. DuMont TV network 
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frank talk to buyers of 
air media facilities 



The seller's viewpoint 



'It's not bad coj>). it's had thinking.' says Erwin liosncr, general manager of 
Wl*EX. Philadelphia. Pa., when he refers to radio salesmen alio complain 
about agency trial- function in this area. 'Where is the great copy?' It's rare, 
and here is a man who knows — a former copywriter who has no sympathy 
for non-professionals. A working solution has. he feels, been found. Radio 
effectiveness depends, not on mechanical computations, but on knowledge- 
able human beings. This turns average copy into better than average sales. 

Personality sell 




§\ great wave of pit \ overwhelms me every time 1 hear 
a radio salesman complain that the agencies aren't supply- 
; >od radio copy. Every medium can issue this same 
complaint — but move important, these salesmen are over- 
looking one of radio's great advantages. 

It's true that many agencies do not devote the lime and 
talent they should to radio copy. The result is that radio 
ials submitted to us are sometimes less than great. 
>k through today's newspaper or magazine or watch 
the billboards. How much really great copv do you 
see there? Outstanding copy in any medium is very rare 
[indeed. I think the general level of all copy is actually 
improving — so that copy that is tnerolv good has become 
.commonplace. Strokes of genius are rare. .Most copy is 
adequate and workmanlike, and that's about the best we 
can say for it. That's why they give medals every year to 
the few great pieces of copy that stand out. 

When copy that is merely adequate appears in a news- 
paper, magazine, or billboard, it has to stand or fall on its 
own. There's no help for it from any source. 

And here is one of radio's greatest assets. When merely 
adequate copy appears on a program run by an experi- 
enced, professional personality — the personality will ac- 
iluallv help the copy. A personality who is sales-minded 
mill lake those same old words and. by intelligent interpre- 
tation, and emphasis, turn them into a real sales message. 

It has gotten to the point where many agencies espc- 
ially local ones — don't even try to write copy. When they 
find good personalities thev are content to just give them 
the facts and let the personalities sell in th<ir own wa\ 
What comes out on the air is generally more natural and 
believable — and sells the merchandise. 

During the past several months we've begun to see many 
d the largest agencies becoming more aware of these 
allies. We have even had specific instances where the 
igncy has gi\en our personalities live copy instead of the 
recorded message that is being used nationally. This is 
really using spot radio to its fullest advantage. 



Even when the agency insists on a transcribed spot, the 
appearance in the program of an established and mature 
personality can lend extra value to it. Just a word or two 
from the personality staling that he believes the message 
is important adds credence and personal in\ oK ement. 

on their own and be earth shakers without this assistance. 
Hnt e\en the verv best commercials enjov an extra meas- 
ure of sales effectiveness when thev have this help. 

This kind (if thinking is nothing new to the advertising 
business. In buying any kind of print media the adver- 
tiser is always concerned about the editorial content. Cir- 
culation is certainly of major importance but the bluer 
is always aware that even the inanimate newspaper 01 
magazine can add to or detract from his sales message. 
Doesn't it seem strange that this factor is often overlooked 
in the medium that can add this important dimension 
best? i\o printed page can e\en approach the personal 
rapport between the personality and his audience. How 
mam times ha\e you bought a product jusi because a 
friend said the simple word.-, "it's good." 

All of us gel so absorbed with figures and CPM's and 
whatnot, that we sometimes forget that advertising's objec- 
tive is to sell merchandise. Adequate circulation i- neces- 
sary to do this job. Hut circulation alone is ne\er enough. 

Employing 1961 radio jn.-l for nia« exposure and show- 
ing clients our boxcar figures tell- only part of the story 
and leaves a major reason for our vitality untold. Ju-l 
about evervone accepts the fact that no rating service ha* 
>et been able to measure all radio listening. So win should 
we he content with presenting only a fraction of our whole 
slorv ? 1 am encouraged to -ee a growing trend among 
liinebuyers and advertisers to spend more lime investigat- 
ing facts about station programing and approach. After 
all. the circulation figures can he computed by a machine, 
but the other factors that make radio effective will always 
have to be determined by a human being who knows the 
product, the market, and the station. ^ 
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SPONSOR 
^ SPEAKS 



Rating madness in reverse 

Some years ago. sponsoi! ran a series of article? entitled 
"Rating madness" in which we attacked the over-idolatrous 
\iew of broadcast ratings hy certain agencies and advertiser. 

Our stand provoked a great deal of criticism, lint we did 
not hesitate to speak out and fight against what we thought 
(and still think) is a major industry evil. 

Today, however, a great many forces outside our business 
have taken up the clamor about rating* (see page. 33) and 
we believe that their position is often unreasonable. 

Actnall). it is "rating madness in reverse.'" 

The-e gentlemen, many of them in Washington. seem to 
argue thus: 1) I don't like what I see on tv; 2) the tv indtis- 
ti) de])emls on ratings; 3) therefore the rating systems must 
be phone}', sinister, and inaccurate: and 1) we ought to 
investigate them. 

Such reasoning mipso the whole point about ratings. 

To begin with, the rating system- are services which are 
entirely supported by advertisers, agencies and broadcasters, 
who have an even greater stake than do the critics, in seeing 
that they are as accurate as possible. 

In the second place, the services are briskly competithe. 
and salesmen for each are even more anxious to spot and 
expose possible Haws in the competition's techniques, than 
are Congressmen or educational consultants. 

In the third place the rating systems are expensive, terribly 
expensive, in the opinion of many agencies. Their subscribers 
are not buying them for tin; sheer whimsical fun of throwing 
inone\ around, or to try to put something over on the Ameri- 
can people, hut for solid, sober, practical business reasons. 

The sooner Washington's anti- rating-systems critics begin 
to recognize these facts of life, the sooner ihey will think 
• dearly about the real rating problem. 

The real dilemma about ratings is not whether the systems 
themselves are accurate (sihinsok believes they tend to be as 

The real dilemma is — what criteria over and beyond 
ratings must be applied to radio and t\ programing? And 
how can more advertisers, agencies and broadcasters be 
persuaded to employ these standards? 



J 



lO-SECOND SPOTS 

More trouble? ABC TV's nexi epi- 
sode of The Unlouchables should 
soothe the Italian-American pickets 
who have been marching in front of 
the 66th street. X. V.. studios de- 
manding that the series stop using 
Italian names for most of the crooks. 
The network sa\s those names are 
onh used when thev describe actual 
hoods of the 20's and 30'*. The line- 
al) this week includes Lankier. Bry-\\ 
son. 0' Valley and WoKnski. 

Fashion's spell: Letter for letter 
from a CHS TV affiliate"* release — 
"(Kiln Gain) will point out the 1961 
st\le innovations which bear nostal- 
gic reminders of the 1920 flapper 
era. minimizing the bosom, dropping 
the waistline and flaring the shortl 
skirts. I Orson I Bean will reflect the 
mail point of view.'' Sort of a stamp 
of approval. 

Keep in touch: Latest news from 
Barnex Keep. K EX. Portland, Ore., 
disc jocke\. is that a local auto 
agcne\ is holding an open house fea- 
turing a new location, new building, 
and new speedometer settings on the 
used cars. Also, be reports, one of 
his new sponsors is Glob toothpaste. 
"It contains food particles jar peo- 
ple who ran' I cat between hnishinps." 

Disagreement: The iN. Y. State As- | 
sembly a bunch of immigrants — I 
has approved and sent to the Senate ■ 
a hill to ghc the state an official song. I 
Written by Assemblywoman Bessie 
\. Buchanan, it contains h rics like: 

The sight and sound of all weloxeso 
dear/From the beauty of the moun- 
tains to the magic of the streams . . 

But the original settlers, aided hi 
WVMW. Buffalo, don't dig the hub's 
sounds because a new dam will soon 
inundate their homeland. The "sing 

other song, written by a Seneca In- 
dian. Some of the hries: 

"1 feel like fight: I got no gun/ 
Great While Father make me run./ 
The water come, squeeze through m\ 
door:. /The water come all over floor./ 
Goodln deer and bea\cr. too;/Greaf 
Spirit I'll come home to you.'- For 
the Senerus, it's sink along.. . 
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captures a big 51.0% share of audience in November ARB! 



From 9 a.m. to midnight, 7 days a week, 
WFGA-TV corrals a 51% metro share of sets- 
in-use in Jacksonville. For the biggest return 
on your advertising dollar, see your PGW 
Colonel about WFGA-TV. 

WFGA-TV 

JACKSONVILLE Q 




VVTVJ 
•\ LOS -TV 



REPRESENTED NATIONALLY BY PETERS. GRIFFIN, WOODWARD. INC. 



NEW TIMES + UnpC 
NEW FEATURESS "I U If C 

NEW FACES* VIEWERS 

Sioux City has a new and multiple personality at 5:45 and 10:00 P.M.— new 
times, new faces and its most exciting and comprehensive news coverage 
in the Sioux City area. 

5:45 FEATURE NEWS 

A new program on KVTV that amplifies and expands on the top area news 
story of the day. 

5:50 MARKET BRIEFS 

Warren Kenter reports in brief stock transactions at the Sioux City Stock- 
yards and predicts tomorrow's trading. 

5:55 sports at five 

Les Davis gives a compehensive report of sporting events that have and 
will happen in Siouxland. 

6:00 NEWS ROUNDUP 

Charles Powell reports the news of the day with special emphasis on the 
local scene. 

6:10 weather 

Gene Edward, KVTV's new weather man, predicts accurate weather con- 
ditions for Siouxland and the nation. 

6:15 DOUGLAS EWARDS WITH THE NEWS 

A fast-paced evening news report on the CBS Television Network for the 
latest in world and national developments. 

I 

This exciting line-up means more viewers — more customers for KVTV 
sponsors. Your Katz man can get you in the picture. 




